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Pour on the advertising pressure now! Every punch 


you get in today means additional business tomorrow! 


Both air conditioning markets are right now produc- 





ing volume sales. 





Our surveys show a great number of air conditioning 
jobs being planned—many for immediate installation— 
others for completion within the next twelve months. 
Products are being considered and compared. Buying 
decisions are being made. 

Now is the time for hard-hitting aggressiveness — to 
gain recognition—and to hold it! If your competition 
beats you to the punch, they'll cut your share of the 
business next year as well as this. 

Soften up the markets for a knockout, by pounding 
away through the pages of our two LEADING publica- 
tions—papers that give you effective coverage of the 
KEY MEN in both industrial and domestic air condi- 
tioning. Shall we contact you, or your agency? 





—/F YOU ARE IN 
Vim AIR CONDITIONIN 
FOR KEEPS! 



















KEENEY PUBLISHING COMPANY 


6 N. MICHIGAN AVE., CHICAGO 


Hin Conditioning Headquarters 












NUMBER ONE PAPER 
. . « in the Industrial, 


Commercial and Big- 
Building Air Condition- 








ing Market. 





AMERICAN 
ARTISAN 


— complete coverage of the 
purchase-controlling factors in 
the residential and small- 
building field —the warm air 
heating dealers and contractors 
who handle the bulk of all 
jobs. Each month this paper 
contains a wide range of au- 
thoritative articles — air condi- 
tioning data of vital importance 
to every subscriber. 





HEATING-PIPING 
AND 
AIR CONDITION 


— complete coverage of the 
chase-controlling factors in 
industrial, cemmercial and 
building field — consulting 

neers, engineers in industry 
large buildings, and contrat 
specializing in air conditic 
work. Each month this 

earries the Journal Section 
the American Society of 
ing & Ventilating Engines 
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Same Things le De When the 
Budget iA Trimmed 






How the industrial advertising manager can demonstrate real ingenuity when 


he finds himself with reduced working funds but a real desire to be useful 


@ WHEN business curves are point- 
g upward, God’s in His Heaven, 
d all’s right with the world, the 

verage advertising manager finds 
plenty to do. He is so busy meeting 
deadlines and spending his easily ac- 
quired budget that he doesn’t have 
nuch spare time to get closer ac- 
juainted with his own business. 

But when recessions or depressions 
occur—and the cycles seem closer 
together and more violent in their 
ups and downs as time marches on— 
then this same advertising manager 
has two choices: 

Either to bewail his fate and bump 
his head against a stone wall in striv- 
ng for more and more advertising 
money, or 

[To accept the situation, trim his 
sails to meet the gale, and find him- 
self a new and needed job right in 
his own offices. 

When business is so quiet that we 
have to turn charts upside down to 
keep from crying, there is still a 
man’s size job in almost any com- 
pany, even if outside advertising has 
been greatly reduced. 
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By that it is not meant that the 
advertising executive should give up 
without a struggle in his efforts to 
retain at least an amount of adver- 
tising proportionate to lowered sales. 
Often it has been found better to 
accept a sharply reduced budget to 
cover the fundamentals, then take up 
special promotion efforts, each on its 
own merits. 

The trend so often is to attempt 
to take money out of one uncom- 
pleted job to put into another. That 
may render both budgets impotent 
to do its job well. 

Suppose a new product or a re- 
vised group is about to be launched 
during dull times. Coming unexpect- 
edly when every dollar in the present 
reduced budget has been definitely 
allocated, it is not feasible to rob 
Peter to pay Paul. So why not make 
the general budget low enough—per- 
haps on a short-term basis of quar- 
terly or bi-monthly revision during 
uncertain times—then tackle the neu 
job entirely on a separate basis? 

Work out your objective—what 
new or increased sales you hope to 


By DOUGLAS C. MINER 
Advertising Manager 


E. F. HOUGHTON & CO. 
PHILADELPHIA 


establish—and allocate a_ reasonable 
percentage to advertising and promo- 
tion. It is easier to sell management 
on a new proposition than it is to 
keep the entire budget on a level not 
justified by today’s business. A bite 
at a time instead of the whole apple, 
so to speak. 

I know a company whose advertis- 
ing budget is forty per cent less 
than in 1937, yet the advertising 
manager has sold two new programs 
to the management in the last two 
months, because they deserved promo- 
tion, and because he could point with 
pride to his own voluntary savings 
and say in effect: “There isn’t any 
more in the general fund; you'll have 
to dig down if you want to put over 
these new products.” 

That’s one side of the picture. But 
the other, perhaps more important 
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thing the advertising manager can do 
in dull times is to get acquainted with 
and be of help to his sales depart 
ment. 

They're 


having their troubles, too, trying to 


How about the salesmen? 


sell goods on the same old arguments 
with the same selling aids, and meet 
“Noes.” 


chorus of They get 


ing a 
dow n-hearted; they need a new story 
—not a “pep” talk such as they may 


get now from the sales manager—but 
new facts, told in a new way or put 
up in a new dress. 

So look over your sales educational 
material, putting yourself in the place 
What's 


about it that can be strengthened by 


of a junior salesman. weak 


1 few dollars and a lot of study? 


If you have a sales manual, stud) 
it, bring it up to date on products 
ind their application. Pass along the 
new stories from individuals to the 
If Sam Jones in Seattle 


reports a new use for a product, tell 


whole force. 


the rest of the boys, and tell them 


quickly. 
Study product sales figures in con- 
nection with today’s markets to see 


if a drive on a certain product 


wouldn’t be more resultful than 


sticking to the old story that worked 











in better times. Territorially, a study 
of sales possibilities from the promo- 
tion standpoint also may be worth- 
that you can 


while, so suggest to 


your sales manager that perhaps a 
push on a certain product selling well 
in Maine might also help the boys in 
Michigan. 

Localized direct mail can _ be 
worked up; it’s relatively inexpensive. 
Letters can be offered to sales offices, 
to be prepared at headquarters and 
mailed from the districts, stimulating 
business and getting leads for men 
who need them. 

In your business paper advertising 
be ac- 


there are economies that can 


without sacrificing cov- 


The old 


holder” idea can be dragged from the 


complished 


erage or continuity. “rate- 
closets, dusted off and applied when 


publications permit it. Half-pages 
next to reading matter may prove 
almost as effective under present con- 
ditions as full pages far removed from 


Bleed, 


be sacrificed 


the editorial section. now so 


commonly used, may 


tor type-size pages in order to save 


money. 

The alert advertising manager 
knows all these economies and prob- 
ably is now using them. Therefore, 
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the tie-in with sales problems, the de. 


sire to learn more about the selling 


situation, and the ability to help lo- 


cally and generally, will not only 
appeal to management, it will help 
you do a better job when your bud- 
gets can again be expanded. 


Too 


placed on the sales promotional or 


much emphasis cannot be 
educational material previously men- 
tioned. I know one company which 
is pulling in all its sales manuals from 
the field. Rather than make loose-leaf 
corrections and hope that the sales- 
men insert them, the books are being 
corrected at headquarters, brought up 
to date and returned to the men. 

Short monographs on specific prod- 
ucts are being prepared, instead of 
elaborately illustrated twenty-four or 
forty-eight page booklets. Advertis- 
ing blotters take the place of two- 
and-three color inserts. In that man- 
ner probably thirty per cent is being 
cut from the budget without sacrific- 
ing coverage or emphasis. 

All these things mean more work 
and less glory, but at least they show 
the advertising manager’s desire to 
take part in the move for economy, 
and they keep him from worrying 


about business. 


Out After Business 


@ NOT CONTENT to rely on con- 
ventional methods to get new busi- 
The Lake City Malleable Co., 
Cleveland, has increased promotional 
efforts by staff 
with a trailer sales display room. 

A standard model trailer made by 
The Bender Body 


equipped to carry an exhibit showing 


ness, 


equipping its sales 


Company was 


every step in the production of 
“Shock Proof” malleable castings from 
final check for 


The coach is now being 


pattern to tensile 
strength. 
shown to executives and engineers in 
the Cleveland area and later will tour 
other large markets. 

“With this display,” explains R. C. 
Shurmer, sales manager, we can show 
entire mechanical staffs things which 
they could not see unless the whole 
Right now 
executives have more time to listen 
to our story than they would in a 
boom time; therefore, we believe now 


crew came to our plant. 


is the time to increase our sales pro- 
motion effort rather than sit around 
and grouch about business.” 






























Visualizing Purchasing Influences 
in Industrial Marhels 


Determining and then charting the buying influences 
in an industrial market will greatly clarify the job of 


campaign planning, copy writing and media selection 


@ INDUSTRY is attentive to any- 
thing that will add to efficiency and 
economy. The so-called “point of 
diminishing returns,” high sounding 
is the phrasing is, is receiving very 
special attention. 

Executives have an eye for any im- 
provement in methods. They value 
anything that will increase efhiciency 
ind save money. 

Applying this well known fact to 
the problem of industrial advertising, 
we attempted, without the expendi- 
ture of special funds, to gather infor- 
mation about the influences affecting 
the purchase of the products of a large 
ndustrial advertiser. 

This is but one of the many prob- 
lems that come under the heading of 
‘marketing.” Right at the start we 
wish to point out that we are dealing 
here only with this single phase of in- 
dustrial marketing. To the advertiser, 

knowledge of the men who influence 
buying is imperative, because this 
knowledge must influence the cam- 
paign plan, the copy, and the selection 
ot media. The objective—a compact, 
money-saving, time-saving system that 
will gather, classify, and preserve the 
facts. 

To begin, among the first things 
that have to be known are what in- 
dustries use the product; what men in 
these industries can influence buying. 
Eventually the vague idea called a 
market has to be broken down into 
people, and these people must in some 
manner be identified. 


For the purpose of such a study, the 
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By H. L. ANDREWS 
Media Manager 


KETCHUM, MACLEOD 
AND GROVE, Inc., 
PITTSBURGH 


“industries that use the product” are 
called the markets; the “men in these 
industries who can influence buying” 
are called the purchasing influences. 
The real problem of this study comes 
in identifying the purchasing influ- 
ences within the markets. By pur- 
chasing influence is meant any indi- 
vidual whose approval or disapproval 
will affect a purchase of the product. 
We do not by any means mean the 
purchasing agent alone. He is rec- 
ognized as a prime factor in most pur- 
chases, but behind the scenes many 
other men wield the power of “yes” 
or “no.” These men do not sign the 
order; do not sign the check; fre- 
quently are never seen by the salesman. 
These are the men who often must be 


Tell any 


advertiser who these men are, and the 


sold by the written word. 


selection of media can be started, the 
campaign can be planned, the copy 
can be written. 

Who are these men who influence 
How can they be discov- 
ered; and once discovered, how can 
they be described? The first problem 
is to discover these purchasing influ- 


buying? 


ences. The second problem will be to 
describe them. 


In discovering these purchasing in- 


fluences, we must constantly bear in 
mind that, in industry, products are 
not purchased on the decision of ome 
man. Regardless of who the final se- 
lector may be, chances are that he has 
counseled with many other men be- 
fore he reaches his decision. This may 
be a trite observation to make, but as 
a fact it is too often disregarded. 

The ideal method for studying in- 
dustrial buying would involve the se- 
lection of a given product and the 
tracing of that given product through 
the steps in its purchase in a given 
personal visits 
The factor of 


cost alone makes this system for most 


market by making 


through that market. 


products impracticable. 

There are too many weaknesses in a 
mail survey, especially when the ad- 
vertiser would be asking the buyer a 
question, which amounts to saying, 
“Where are you most vulnerable?” | 
doubt whether any great reply could 
be expected from such a mail survey; 
certainly I would question the depend- 
ability of the answers. In other words, 
unless this survey were conducted by 
an utterly impartial agency, involving 
a substantial expenditure of money, 
results could not be relied upon; and 
we must remember that each separate 
product might involve an altogether 
different survey. Here the cost would 
again be out of line with the margin 
available for the marketing of any one 
industrial product. 

There is one man, however, who 
must have made long strides toward 
the answer. He visits the market most 
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frequently. Technically he must un- 
derstand the applications in the mar- 
ket of his product. He has a big stake 
in the answer. He is the sales man- 
ager of the company which sells the 
product. He would like to know more 
about these buying habits, but the cost 
of finding out has usually stopped his 
search. He is aware that much that 
is known about the purchasing of some 
other product in the same market may 
have no bearing on his problem. Yet, 
if he is on the job, he is constantly 
facing that problem of learning more 
and more about whose “yes” and “no” 
is important to him and his sales force 
in each market they sell. 

If a company can profitably spend 
money in seeking out these influences, 
a qualified advertising agency can lo- 
cate them. Otherwise the advertising 
agency can best rely on the expe- 
riences of the sales department and the 
men who are selling the product. 

Next, then, is the problem of get- 
ting this information from the sales 
department. It must be secured with 
a minimum expenditure of time and 
effort on the part of the sales man- 
ager. Where the products are few and 
the markets are few, a personal inter- 
view with the sales manager might get 
the answers. Chances are, however, 
that he will want to check back with 
his men who are often closer to the 
field than he is. Because this leaves 
too much to memory and fosters snap 
judgments all the way through, it 
seemed most practical to build some 
system whereby the answers can be 
brought down to written form. 

A chart properly constructed, on 
which the sales manager can check the 
desired information quickly, seemed 
the practical answer. This chart must 
show all possible markets by name; all 
possible units within these markets by 
name; all possible purchasing influ- 
ences within these units by title. 

The markets by name will be ob- 
vious. A breakdown of markets into 
units will be known to anyone at all 
familiar with the problems of market 
study. The titles within these units 
present the first major problem. 

At this point a book could be writ- 
ten on titles and the reasons for the 
origin of titles in industry. To sum 
up these reasons, we must simply real- 
ize that as industry developed, it de- 
veloped by functions. These functions 


grew to be known by departments and 


divisions, and the people in these de- 
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partments and divisions were tagged 
with descriptive titles, depending upon 
the part they played and the respon- 
sibility placed in them. 

This system of titles, however, is 
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very flexible and none too satisfactory. 
It is all we have, however, to earmark 
the people in industry by functions 
and by responsibility. The actual 
(Continued on Page 42) 
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Here's the way the chart looks when it is made up ready for checking the 
primary and secondary buying factors for products in various industries 
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Truscon Steel Company publication advertising features product installation and use while copy talks owner benefits 






Case Studies in Indusbial Marheting 
18--Truscon Steel Company 


A direct sales engineering staff supplemented by a wide dealer organ- 
ization is the marketing set-up of this manufacturer of building products 


@ IN VIEW of the tremendous inter- 
est there now is throughout the coun- 
try in building and construction of 
every character, it is quite timely 
that Truscon Steel Company should 
be the subject of a case study in in- 
dustrial marketing. For here we have 
an institution which has advanced to 
leadership of building materials man- 
ufacturers in the relatively short pe- 
riod of thirty-five years and ranks 
as the largest producer of steel build- 
ing products in the world 


As is true with any 
flashes to the top, 


Steel has its hue of romance which 


company 
which Truscon 
not only is fascinating but furnishes 
Briefly, 


the company grew out of a new plan 


the key to its successful rise. 


for using reinforced concrete in build- 


ing construction which was conceived 
Kahn 


graduation from University of Mich- 


by Julius shortly following 
igan. 

The business had its inception in 
Detroit as the Trussed Concrete Steel 
Company with the original trussed 
bar being made by local steel fabri- 
cators. The company moved to 
Youngstown in 1906, where a plant 
was built for manufacturing the still 
single product line which since has 
grown to include a multitude of 
items but all closely allied to the 
thought on which the business was 


ounded—the idea of permanent con- 
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struction, safety from fire, and the 
ravages of nature. a 

It was the inventive genius of Ju- 
lius Kahn and his clearly discerned 
objective for the building industry 
that expanded the Truscon line of 
steel building specialties which now 
includes steel reinforcing products, 
metal lath and allied products, steel 
joists, steel windows and doors, steel 
poles and towers and vertical radia- 
tors for broadcasting stations, stand- 


ardized steel buildings, foundry flasks, 


steel beer barrels and other pressed 
Mr. Kahn continued 
to direct the progress of the company 


steel products. 





HOME OFFICE & FACTORY 
CFACTORIES 

@DISTRICT OFFICES 
%—with WAREHOUSE 


until 1935, when Truscon became a 
subsidiary of Republic Steel Corpora- 
tion and Mr. Kahn joined the Re- 
public organization as vice-president 
in charge of product development, a 
natural post for his creative ability. 

Truscon Steel Company is essential- 
ly a direct sales engineering institu- 
tion. The sales job is one of engi- 
neering the great variety of Truscon 
steel building products into the build- 
ing and construction projects of the 
country. The dominant thought of 
the organization is to get more steel 
used in building. Characteristic of 
this objective is the company’s Hous- 
































KENNETH D. MANN 


Executive Vice-President 


ing Division, whose sole purpose is 
to watch the trend in building and 
construction progress and dévise 
ways and means for engineering more 
steel into component building prod- 
ucts. 

Through its coéperation with the 
building industry it has made many 
contributions toward a true realiza- 
tion of better low cost housing. 

Headquarters and main plant of 
the company are located at Youngs- 
town, O., where all products are made 
with the exception of the pressed steel 
line which is produced at the Cleve- 
land works. Another domestic plant 
is located at Los Angeles for territorial 
advantages, while Canadian demand 
is supplied from the plant at Walker- 
ville, Ont. Other foreign business is 
handled from the export office of the 
company in New York. 

The sales activity of Truscon Steel 
Company emanates from hfty-seven 
district and branch sales ofhces. Ware- 
house stocks of standard products are 
maintained in twenty-five cities to 
facilitate the service rendered by the 
company’s dealers handling these 
lines. 

Direction of the marketing activi- 
ties of the company head up with 
Kenneth D. Mann, executive vice- 
president. Under him are Grover J. 
Meyer, general manager of sales, Wal- 
ter V. Peters, assistant general mana- 
ger of sales and ten managers of gen- 
eral sales divisions. These divisions, 
which indicate the general classifica- 
tion of the company’s products, are: 
window and door, dealer, highway, 
housing, industrial, joist, lath, rein- 
forcing, and transmission structures. 


270 


More than 2 engineering salesmen 
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operate out of the district and branch 
offices, ninety per cent of whom are 
graduate engineers, the balance being 
classified as commodity salesmen who 
work mainly with and through the 
dealers. Some districts have sub or 
branch offices located within them 
where there is sufficient work to fairly 
well localize a man’s efforts, thus pro- 
viding closer contact with active ac- 
counts and enabling the sales engi- 
neer to do his board work closer to 
the job. 

These men are thoroughly capable 
of taking off specifications and figur- 


ing jobs and much of their time is 





GROVER J. MEYER 


General Manager of Sales 


spent with architects and engineers 
working Truscon products into lay- 
outs and specifications. Engineering 
work which is too extensive to be 
handled promptly in the district or 
branch office is passed on to head- 
quarters engineering department. 

Because of the engineering nature 
of the building and construction in- 
dustry, Truscon’s sales activity to 
a large extent naturally takes on the 
character of engineering _ service. 
Achievements of the company during 
its relatively short history have gained 
an enviable reputation for its engi- 
neering ability which has built up an 
engineering staff second to none in 
the country. 

Separate from the sales engineering 
staff is a coérdinating engineering de- 
partment whose function is to work 
into the general Truscon line and pass 
on to the sales division, the continu- 
ous stream of newly created and im- 


proved steel products for building. 





To a large extent, in a sense, the man- 
agement looks upon its engineering 
activities as essentially its sales activi- 
ties, with the sales force functioning 
as a liaison between customer and 
manufacturer 

Truscon Steel has a definite dealer 
policy. When a line of its products 
reaches the point W here it is more or 
less standardized to the point where it 
may be sold as a commodity, it be- 
comes a product for the building sup- 
ply or construction equipment dealer to 
handle. Dealers are appointed for 
natural building trading areas and all 


inquiries for Truscon products re- 





WALTER V. PETERS 


Assistant General Manager of Sales 


ceived from their respective territories 
are referred to them through the dis- 
trict ofhces. Commodity salesmen 
give the dealers sales assistance, and 
such business as they close is cleared 
through them. Dealers are expected 
to carry reasonable stocks of com- 
modity items for display and deliv- 
ery, but the twenty-five Truscon 
warehouse stocks are always available 
so that delivery can be made to prac- 
tically any point in the country with- 
in twenty-four hours. 

The sales personnel in the district 
offices is specialized as to products to 
the extent suggested by the predomi- 
nance and character of business in the 
territory. The sales effort is primarily 
directed along channels indicated by 
Dodge Reports, to which the company 
subscribes for the full service, which 
is operated through the direct branch 
ofhce control system. (Editor’s Note: 
The operation of the Dodge Report 


system was described in detail in 
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p. 24.) 

Supplementing the sales and engi- 
neering work among architects is the 
Truscon eighty-page catalog prefiled in 
Sweet’s Catalog File, the largest in the 
file. The company has been a con- 
tinuous user of this service as well as 
the Home Owner’s Catalog File, in 
which it has a twenty-four-page book. 
Reprints of these catalogs are used 
by the salesmen and for direct distri- 
bution in response to inquiries. Trus- 
con publication advertising to the 
architectural and building fields never 
fails to direct readers to these sources 
of buying information on its products, 
a good example of sound catalog pro- 
motion and merchandising. 


Space also is used in Power’s Road 
and Street Catalog and Data Book and 
the American School and University 


Year Book. 

Sales meetings are held every Sat- 
urday morning in the fifty-seven dis- 
trict and branch offices at which time 
the men discuss marketing conditions 
in their territories and forecast the 
trend. Reports of these conferences 
are dispatched to the general sales 


manager at the home office so 


is to reach him in time for 
the weekly meeting of the Market- 
ing Committee on Monday morn- 
ing. It is through this medium that 
the sales, engineering and production 
departments of the business keep the 
pulse of the field operations and co- 
ordinate the activities of the various 
divisions. Here also is an important 
point of contact of the advertising 
and sales promotion department inas- 
much as Richard P. Dodds, manager, 
is secretary of that committee. Thus, 
he keeps posted at all times on condi- 
tions in the field, progress of new 
products being developed for the mar- 
ket and other factors through which 
he can intelligently direct the adver- 
tising and promotion in accord with 
the needs of the marketing effort. 
Mr. Dodds has the title of Manager, 
Advertising and Sales Promotion, and 


One corner of Truscon's printing plant showing only the Gordons; 
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Road Show exhibit built by Gardner Displays Company visualized the use of 


Truscon reinforcing materials and 


reports jointly to Messrs. Mann and 
Meyer. Assistant manager of the de- 
partment is Paul L. Callahan, whose 
duties are chiefly those of production 
manager of all booklets, catalogs and 
printed material. He is the contact 
with suppliers and also is responsible 
for art and photo files and negatives. 
The Cleveland office of G. M. Bas- 
ford Company is Truscon’s agency 
Gail Kurtz is account executive. The 
agency and Mr. Dodds work closely 
together, and it is mandatory that the 
account executive attend the com- 
pany’s annual sales convention so as to 
keep thoroughly acquainted with the 
sales picture and the problems con- 
fronting the field men. 
ideas and 


Advertising plans are 


developed two to three months ahead 
dates. The 


agency makes the layouts, writes the 


of publication closing 
copy along lines suggested by Mr. 
Dodds and handles production of all 
publication advertising. Truscon 
maintains a comprehensive schedule of 
advertising in trade and professional 
architectural, 


papers serving the 





H 


De ee eee ee 


highway 


specialties in this manner 


building and engineering construc- 
tion fields, the brewing and railway 
industries, and several broad coverage 


When 


Warrant, newspapers are used to give 


business papers. conditions 
local and special support to dealers. 

As a safeguard against error or mis- 
statement in the company’s advertising, 
each piece before being released for 
print or publication is okeyed by the 
sales department of the product fea- 
department, 


tured, the advertising 


then by the general sales mana- 
ger, the executive management, and 
then a final okey and release by the 
advertising manager. These layouts 
and the copy carrying the okeys are 
retained by the advertising agency for 
record after 


filing as a matter of 


production has been completed. 

Truscon publication advertising fea- 
tures owner benefits; in the railway 
field public relations is also stressed. 
Each piece of copy asks the reader to 
write for additional information or 
catalog or get in touch with the local 
Truscon district office or dealer. 

The advertising department is high- 


and a view of the equipment in the service department 



























RICHARD P. DODDS 


Manager, Advertising and Sales Promotion 


ly organized and equipped to do an 
efficient and effective job, having its 
own art department, photographic fa 
cilities, a well equipped printing plant 
and its own direct mail production de- 
partment. 

Under the direction of Roland Fox, 
the art department produces all art 
work, including wash drawings, re- 
touching and pen and ink drawings 
for the direct mail and catalogs. It 
also maintains all details in product 
drawings as changes are made by the 
engineering department so that they 
are up to date and ready for instant 
use at all times. Art work is filed 
classifications 


ac cording to product 


and serial numbers. The art depart- 
ment also designs direct mail mate- 
rial and catalogs and does the finished 
art work for these pieces 

The service division of the adver- 
tising department, in charge of Wil- 
liam A. Soderberg, supervisor, main- 
tains the photograph files, the mailing 
lists, cuts the Addressograph plates, 
multigraphs sales letters, addresses the 
direct mail. This division also main- 
tains the lists and does the addressing 
of invoices and statements, makes up 
payroll lists and price book folders. 
Some fill-in of sales letters is done. The 
department is well equipped with Ad- 
dressographs, Graphotypes and Multi- 
graph machines. 

The mailing lists totaling over 
100,000 names include 8,000 archi- 
tects, 15,000 builders, 5,000 contrac- 
tors, and 10,000 dealers. Although this 
department handles the production of 
sales letters, they are written by the 
division sales managers and charged 
to their departments and not against 
the advertising budget 

The service division also has charge 


of the storage and shipment of adver- 
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tising material, catalogs and related 
items. Such material is packaged in 
practical units to facilitate handling 
and also to avoid spoilage through 
broken packages. It further facili- 
tates inventory and contributes to 
automatic replenishing of stocks. 
Truscon has found it profitable and 
decidedly worth while to maintain its 
own printing plant which produces 
all of its catalogs, booklets, other ad- 
vertising literature and office station- 
ery and forms as well. Equipment 
includes four Gordon presses, two 
with Miller feeders, two Miehles, ATF 
offset spray equipment, one Intertype, 
bindery and miscellaneous equipment. 
The printing plant turns out top 
quality work, which has included four 
color process covers for the Home 
Builder’s Catalog. The flexibility of 
its own shop has enabled the adver- 
tising department to use a wide range 
of printed material, which in many 
instances would otherwise be imprac- 
ticable because of cost. By careful 


planning and scheduling of work, 
John G. 


has been able to effect many economies 


Danielson, superintendent, 


in production costs, while similar 
savings have been made by standard- 
ization of paper stock and purchase 
of mill runs of special sizes which 
permit bleed and cut with a minimum 
of waste. Ample and effective use of 
color at minimum extra cost has been 
another advantage of the company 
print shop. 

Truscon direct mail advertising 
takes the character of booklets and 
folders and a variety of self mailing 
broadsides. Special catalogs are pro- 


vided on all lines of products, but 


none is sent out unless by request as 
a result of the publication advertising 
or from the direct mail which always 
carries business reply cards to facili- 
tate inquiries. Dealers are kept sup- 
plied with imprinted catalogs and lit- 
erature on commodity items. 
Throughout the Truscon organiza- 
tion its advertising is looked upon as 
a very important arm of the sales ac- 
tivity. This feeling, fortunately, is 
especially outstanding in the sales 
ranks and because of it the advertis- 
ing department has been able to enlist 
the aid of the salesmen to obtain use- 
ful factual information and photo- 
graphs of jobs where Truscon Steel 
products are installed. This codpera- 
tion not only helps the advertising 
department considerably, but also has 
the desirable effect of making the 
salesmen take greater interest in the 
company’s advertising because they 
have a hand in its creation and it 
gives prominence to jobs they have 
sold. A quantity of reprints of such 
ads are sent to the district manager 
in whose territory the installation is 
located and he makes effective use of 
them to the architects and contractors 
involved and in local correspondence. 


Truscon never overlooks an oppor- 
tunity to merchandise its advertising 
to the sales organization, and to the 
market in cases of special announce- 
ments or new product introductions. 
To the sales force each month goes a 
portfolio carrying preprints of the 
month’s ads so that they will be 
thoroughly acquainted with the adver- 
tising assistance they are to receive 
and be able to talk the same language 


in their sales presentations. The men 


A page ad on standard steel buildings and a piece of direct mail show- 
ing the tie-up between them. 


Details facilitate selection of building types 
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are requested to give the advertising 
department their reactions to the ads 
and offer any suggestions they may 
have. Considerable correspondence 
ensues following distribution of the 
portfolios. 

An example of how the advertising 
is merchandised to the market is the 
current case of introducing a new 
steel beer barrel to the trade. The 
first piece of copy appeared in a May 
issue of a brewery publication follow- 
ing which the ad was reprinted as part 
of a four-page letter which was sent 
to the brewmaster of every licensed 
brewery in the country. The letter 
on page one called attention to the 
current ad on page two and also sug- 
gested that he watch for the following 
ads in the June and July issues of the 
same publication. 

A similar handling was made of an 
announcement of a new double-hung 
steel window for residential construc- 
tion just released in four building pub- 
lications in the building field. In 
this case the advertisement will be 
mounted with an easel back and dis- 
tributed to dealers for display in their 
stores. In other words, Truscon Steel 
advertising has only started to do its 
work when it appears in a publication; 
from then on it is promoted in every 
practical manner to get the utmost 
effect from it. 

The advertising department starts 
to make up its budget as early as July 
and August for the following year. 
The appropriation is arrived at by 
consultation with the various sales 
division heads and based on the job to 
be done and anticipated sales. After 
all details of the program have been 
worked out, a formal okey is obtained 
separately from all who are involved 
in the sales activities, including the 
general sales manager and the execu- 
tive vice-president. Sufficient copies 
are then made of the advertising pro- 
posal and sent to members of the 
board of directors prior to the annual 
meeting, so they may have an 
opportunity to become familiar with 
it before they are called upon to 
pass on it. For this reason, the proposal 
is very comprehensive, explaining the 
purpose and objectives of the advertis- 
ing program, schedule of media and 
its functions, breakdown of cost ac- 
cording to products to be promoted, 
followed by a review of the program 
and closing with the signed okeys of 
the department heads. 

In preseniing the budget in this 
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Truscon specialized catalogs for its 
numerous steel building products are 
designed, created and printed by the 
advertising department and represent 
the best technique in providing buy- 
ing data to architects and builders 


manner, ample opportunity is provid- 
ed the directors to study the plan and 
see the soundness of the program sug- 
gested. And by showing the cost ap- 
portioned by products, revision, if 
necessary, can be done on the spot on 
the basis of where it is thought best 
to make the sacrifice. This plan of 
budget preparation has worked suc- 
cessfully at Truscon for a number of 
years. Salaries are not included in 
the advertising budget. 

In connection with its budget, the 
advertising department has a clear un- 
derstanding of what will and will not 
be “charged to advertising.” Some of 
the things which are not charged to 
advertising at Truscon are space costs 
of industrial and trade shows, sales 
letters, price lists, and “‘miscellaneous.”’ 
The general auditing department will 
not charge to advertising anything 
not approved by the advertising man- 
ager. Furthermore, the advertising 
department maintains its own audit- 
ing system and renders a monthly re- 
cap of expenditures by products to 
the auditing division which are the 
only items it is authorized to charge 
against the appropriation. 

For this purpose the advertising de- 
partment maintains a file folder for 
each publication on the schedule or 
each time going into the program. In 
these files duplicates of invoices cov- 
ering the various parts of the work in- 
volved are attached, so that it is pos- 
sible at any time to tell just how 
much any part of the job or adver- 
tisement cost. This system gives the 
department complete control over its 
budget and makes any desired infor- 
mation concerning it instantly avail- 
able. 

The advertising department keeps 
the sales department supplied with 
motion pictures for use in its work. 
These are made by a member of the 
staff with the company’s own East- 
man movie camera. Standard 16- 
mm. film is used and shots consist 
mostly of 100-ft. takes. These are 
classified according to product and 
spliced to similar subjects, thus form- 
ing a library covering Truscon prod- 
ucts which lend themselves to movie 
(Continued on Page 35) 
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By close planning and control, this manufacturer of business equipment has 


developed a direct advertising-personal selling combination that gets orders 


eating Direct Advertising te 
Personal Selling 


@ A SALESMAN entered a store in 
Meridian, Miss. He walked back to 
the rear where the owner was read- 
ing mail at his desk. The merchant 
looked up, casual-like, pointed ‘to a 
direct advertising folder and _ said, 
“This is the model I want.” 

You'd have thought the salesman 
Specifications 


had been expected. 


were determined and the contract 


written and signed. The salesman 
got his check for the cash-with-order 
payment and went on his way It 
all happened in a few moments of 
time. 

AN EASY SALE? Not by a jug- 
ful—the culmination of a well-devel- 
oped sale. That salesman had called 
on that merchant a dozen times in as 
many months seeking that order. Be- 
tore and after his calls direct adver- 
priming the 


tising pieces had been 


pumps with unvarnished, down-to- 
earth selling information to help bring 


the desired decision. 


What is advertising to my com- 


pany? Ever since that first day when 
they hammered into this aging dome 
that advertising is salesmanship in 


print, that is what advertising has 
been. I haven’t read the books for 
any other definition. 

And ever since it was first drilled 
into our selling organization, sales, 
sales promotion and advertising under 
a single head that in selling systems 
to business we were presenting an 
idea, must develop the need for the 
idea and then show that our products 
filled the need, that has been the 
formula for our direct advertising to 
our markets. 


inform- 


Advertising is selling 






By S. L. BANKS 


Sales Promotion Manager 


THE McCASKEY REGISTER 
COMPANY, ALLIANCE, O. 


ing . . . persuading people to act, to 
make a transaction presumed to be 
mutually beneficial to all concerned. 
Get that word “presumed”! It is my 
effort to wipe out in a single breath 
all prejudices regarding advertising. 

{ hold no brief for advertising as 
advertising. It is a modern selling 


When 


raises the standard of a nation’s living. 


power. properly applied it 
It brings comforts, protections and 
refinements into our homes, lives, and 
business which could be had by such 
a large portion of our 130,000,000 
people in no other way. Yet, as true 
of any element provided by the hand 
of God for human manipulation, it is 
at times properly used for benefit and 
uplift, at times improperly for low- 
ering degrading purpose. 

So much for advertising, which is 
with us along with politics, econom- 
ics, religion and education, bearing 
the brunt of man’s abuse or carrying 
the standard of civilization to new, 
expectant heights. 

Dixon, Ill., was covered with a so- 
called advance direct advertising cam- 
paign. Lorene’s Beauty Shop, a 
swanky little place adjoining the hotel 
where our salesman always stayed, 
the advertising and 


The sales- 


man called, demonstrated and sold on 


got a_ prece of 


mailed the inquiry card. 


his first call. 

AN INSIGNIFICANT, ORDI- 
NARY SALES OCCURRENCE? 
No, this direct-advertising-personal- 


selling combination changed a. sales- 
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man’s whole understanding of his pos- 
sibilities. It led him into an un- 
beaten path, into a market he had 
been ignoring and woke him up to 


increased opportunities in his own 


backyard. 

But that’s not all! Mrs. Ullrich, 
of the Ullrich Hatchery, Franklin 
Grove, Ill, was a patron of this 


beauty shop. The same salesman had 
tried to sell her a system for her 
hatchery through two seasons or more. 
She saw the beauty shop 


learned of its worth, and then re- 


system, 


ceived a piece of so-called follow-up 
advertising, the salesman having re- 
ported her as a prospect. BANG! 


card. This 


time the salesman called, demonstrated 


She mails the inquiry 


and sold a big system and supply 
order. 

DID THIS MEAN ANYTHING 
OUT OF THE ORDINARY TO 
US? Ic did. It meant that a strong 
salesman by virtue of his own abil- 
ities, had a rude awakening to the 
values of direct advertising in raising 
his good volume of business to MORE 
BUSINESS because of the proof that 
advertising was doing things for him 
in double doses right there in Dixon 
and vicinity. He always reported 
prospects—he reports more than ever 
today. That fellow demands direct 
advertising, because he knows it can 
start fires where he cannot; that it 
crashes through when his efforts alone 
fall short 

The magic of a simple plan ex- 
plains the so-called advance and fol- 
low-up advertising campaigns used. 
The efficient salesman is braced fore 
and aft with direct advertising mail- 
ings into his territory throughout the 
year. He tells us where—city sec- 


tion, towns or whole counties—and 




















we send our one and two piece cam- 
paigns in a part of his territory ahead 
of him to a sufficiently large group 
from directories and special lists, to 
blanket a definite field for him to 
three to 


work through a period of 


five weeks. We tell him the adver- 
tising is on the job and he follows 
it with personal calls. He calls on 
those who send us inquiries and he 


calls on those who do not. 

The inquiry is no fetish with us. 
We are not idol worshipers. We love 
‘em when they’re sound; they pro- 
kick-back 


man-faith in advertising when they 


duce a to destroy sales- 
are otherwise. We know that the 
average business man hates change. 
We know that those who want most 
the results and the changes we recom- 
mend, must be reached by thorough 
personal follow-up and not depend- 
ence upon their request. 

Some 150 pieces of direct adver- 
tising were mailed into a small sec- 
tion of a Southeast Ohio territory. 
Not a single inquiry resulted, but the 
salesman who followed the trail 
marked for him came home with eight 
fine system sales in a ten-day period. 
The direct advertising told him where 
to go, and when to go. The combi- 
nation of personal selling and adver- 
tising Was given credit by the sales- 
man for the business gathered. 

Between Hurricane and Winfield, 
W. Va., Charles Oldaker runs a smal! 
country store. The salesman stopped 
in for a cold drink one hot day. While 
he sipped, the bread man came. Our 
salesman watched the procedure as 
Mrs. Oldaker scratched through an old 
money drawer for cash to cover the 
He later asked her if 


she had ever thought of adopting a 


bread supply. 


more modern method. Her answer 
finally produced the kind of informa- 
tion that burns the wax out of our 
ears. She said, they had just received 
some advertising from Alliance, O., 
ind they liked the looks of the picture 
ind what was said, but had never seen 
. salesman from the company. 
“You’re looking at him,” was the 
fetched 
ut the advertising folder and the 


ilesman’s come-back. She 


salesman made an appointment for 
that evening when her husband would 
eturn from a produce-buying trip. A 
leal was closed that night. A sales- 


nan’s thirst and direct advertising 
zot results; but without the salesman’s 
ollow-up, unconscious as it was, the 


dvertising folder was on its way to 
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How Direct Advertising Helps the Salesman 


1. PROTECTS HIM against the hopelessness of 


working alone. 


2. SPOTS THE CREAM opportunities for sales. 
3. SEGREGATES A PART OF HIS TERRITORY for 


planned, inexpensive selling where he has rea- 
son to believe the best possibilities lie. 


4. LEADS HIM into unbeaten paths. 


5. FORCES HIM out of the rut of miscalled least 
resistance markets, glutted with order-hoping 
misfits in the sales field. 


6. SHOWS HIM that ‘Looks don’t count,’’ and that 
if he ignores appearances he finds business. 


7. ENLISTS the powers of frequent repetition to 
smash barriers he cannot even dent. 








[SESE AMI A IIIT NNER 2 TREN RROD ES AE IED NOEL EARL SE ES ABEL 2 OR 


burial as a forgotten and lost hope. 

The follow-up advertising is just 
that. As the salesman calls through 
the territory made ripe through the 
reports his 


advance advertising, he 


calls on a form developed through 
long experience. These reports serve 
among other w ays, to provide requests 
for follow-up advertising. The report 
gives us a name and address, informa- 
tion as to what he could use that we 
have to sell. The salesman decides 
this, not the merchant. The merchant 
might want to throw him out. 

The important consideration is this 
—can the merchant improve his ser- 
vice, records and business by some- 
thing we have to offer that provides 
advantages he is not now enjoying? 
Two, three, four and five-piece cam- 
paigns cover the territory after these 
reports are received. And these cam- 
paigns accomplish some startling and 
necessary jobs of mind changing. 

Ed Bachellor is a good customer of 
ours in McGregor, Minn. He had 
used our products for more than seven 
years, but had been dead set against 
one item in the line which the sales- 
man believed he should have. Our 
man would call regularly and report 
Ed Bachellor’s name for follow-up ad- 
vertising. Time and time again this 
procedure took place; until a dozen 
or more complete campaigns had bat- 
tered away. 

Not so long ago, on a regular terri- 
torial round the salesman hit McGre- 


gor again. This time the merchant 
asked if the salesman had anything 
worth while. “Do you want to know? 
Can I show you?” was the quick re- 
In fifteen minutes’ time he did 
He later told 


turn. 
show, and he sold him. 
us: “The follow-up folders had pre- 
pared him. One thing I have im- 
pressed upon myself, send in a report 
on all possible buyers, even the most 
Time and 
will soften the most hardened ‘No- 


antagonistic. repetition 

men’.” 

With this kind of ammunition we 
arouse indifferent men to bow their 
necks, slap down timidity and fear 
and use every conceivable means of 
getting all of the publicity for their 
products which they can force us to 
send into their territories—we em- 
phasize these three “NEVERS” for 
the pure purpose of building busi- 
ness: 

1, NEVER HESITATE to send in a 
name for follow-up advertising IF 
THAT MERCHANT COULD 
USE OUR PRODUCTS TO AD- 
VANTAGE OVER HIS PRES- 
ENT METHOD. 

2. NEVER HESITATE to repeat the 
mailing of a name in to Alliance 
for follow-up advertising at the 
time of a repeat call, though but 
thirty to sixty days later. 

3. NEVER FEEL DISTURBED 
about the repetition of the mail- 
ing of the same campaign to a 

(Continued on Page 36) 
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Just before the industrial session of the Advertising Federation of America convention convened at Detroit, June 
14, this group of sponsors and speakers for the meeting was caught by the camera man: Judd Payne, Associated 





Business Papers, Inc.; J. H. Van Deventer, editor, “The Iron Age’; Mason Britton, McGraw-Hill Publishing Com- 
pany, chairman, board of directors, AFA; Donald R. Richberg; E. C. Howell, Carboloy Company, president, Indus- 
trial Marketers of Detroit; Lewis G. Hines, American Federation of Labor; H. G. Doering, Truscon Laboratories, 
president - elect, Industrial Marketers of Detroit, and Bennett Chapple, The American Rolling Mill Company 


A.Y.A. Industrial Conference 


@ REITERATING his recommenda- 
tions for continuance of advertising 
during times of business depression, as 
published exclusively in INpbusTRIAI 
Bennett 
Chapple, vice-president, The Ameri- 
can Rolling Mill Company, Middle- 


town, O., speaking on “The Require- 


MARKETING last month, 


ments for Industrial Progress” at the 
Industrial Marketing Conference of 
the Advertising Federation of America 
convention, June 14, at Detroit, de- 
clared that industrial advertising not 
only sells goods, but, more important, 
sells work and fills payrolls. 

Mr. Chapple was one of three speak- 
ers on the luncheon and afternoon 
program which drew an attendance of 
more than 600 industrial executives, 
setting the record for any depart- 
mental meeting during the three-day 
conference 


session. The industrial 


was sponsored jointly by Industrial 
Marketers of Detroit, local chapter of 
the National Industrial Advertisers 
Association, and Associated Business 
Papers, Inc. E. C. Howell, advertis- 


ing manager, Carboloy Company, 


president of the Detroit chapter, pre- 


sided, and J. H. Van Deventer, editor, 
The Iron Age, New York, introduced 
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Industrial Marketers of Detroit and A. B. P. stage 
dramatic meeting voicing industry's and labor's de- 
sire to cooperate in a move for peaceful progress 


the speakers who also included Donald 
R. Richberg, coérdinator 
and former NRA administrator, and 
Lewis G. Hines, national director of 


industrial 


organization, American Federation of 
Labor 

The broad function of industrial 
advertising as pointed to by Mr. 
Chapple provides very definite respon- 
sibility and an opportunity for wider 
service for the industrial advertising 
man, he said. “Skilled in the art of 
talking to the public,” he continued, 
“he can assume an important position 
in setting the powerful forces of ad- 
vertising to work in bringing about 
sound industrial progress.” 

Referring to the more general use 
made of industrial advertising, Mr. 
Chapple said: 

“The continuance of industrial ad- 
vertising in the face of a recession in 
business always requires courage and 


faith. Immediate and direct returns 








from advertising in good times rep- 
resent the golden fruit of the tree, but 
every husbandman knows not every 
year brings a good harvest. Cutting 
out advertising entirely is like chop- 
Thin 
out when necessary, but don’t destroy 
the orchard. 


ping down trees—bad business. 


thirty 
years’ experience has taught us that 
it is much better to keep the Armco 
flag flying than to try to catch up 
with the parade all out of breath 


“Changing the metaphor, 


when it gets started again.” 

Summing up the fundamental 
things business can do to streamline 
its activities with the present day, 
Mr. Chapple enumerated four sugges- 
tions which he had gathered from 
men who have spent years studying 
industrial 
progress: (1) a platform of fair and 
equitable employe relations; (2) con- 
stant research to improve products 


such requirements for 
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and processes and develop new mar- 
kets; (3) competition 
should be welcomed in a spirit of true 
generate public 


legitimate 


sportsmanship; (4) 
confidence by taking the mystery out 
of business and emphasizing the value 
of successful industry to all. 
“Human confidence and under- 
standing are always essential to worth 
while achievement,” he said in con- 
cluding. “It looks like what we need 
most today is for government, indus- 
try and labor to dust off the Golden 
Rule and let its light shine on our 
joint determination to make this coun- 
try a still better place to live in.” 
Mr. Richberg 


following the luncheon so that his 


spoke immediately 
address could be _ broadcast over 
CKLW and the Mutual Broadcasting 
System. Developing his subject, 
“Teamwork for Prosperity,” he de- 
clared that both business and labor 
are weary of their futile warfare and 
have learned enough of the bitterness 
and cost of fighting each other, and the 
emptiness of their victories, and are 
ready to get together on a program of 
peaceful progress. 

“We need no more political parties, 
no deeper divisions of opinion, and no 


more violence of opposition than we 


have today,” he pointed out. “What 
we do urgently need is to consolidate 
the power of all the people, regardless 
of party, creed, or class, who want 
an opportunity to work together, to 
unite them in a League for Peaceful 
Progress, to unite them in a national 
drive against the bullies, the rowdies 
and the war-makers in public and pri- 
vate life who are dividing the Ameri- 
can people into warring classes when 
the overwhelming majority of them 
want to live and work in peace.” 

The situation calls for more than 
one leader, Mr. Richberg asserted; it 
calls for a faithful leadership in every 
walk of life. “All over the broad 
land,” he concluded, “there are mil- 
lions of people who are utterly weary 
of being led into battles against their 
fellow men, who have been waiting, 
waiting for the war to cease; and 
are still waiting, waiting to be led 
into the ways of peace.” 

Organized labor’s viewpoint was 
advanced by Mr. Hines, who spoke on 
“Progress as Viewed by Labor,” and 
suggested that if the viewpoint of the 
A. F. of L. were given full consider- 
ation it would in a large measure be 
helpful in restoring this nation to a 


prosperous condition. 


Two-Way Advertisements 


By ROBERT C. BYLER 
Advertising Manager 
SKF INDUSTRIES, INC. 


@ THAT reciprocal advertising has 
a two-way advantage was recently 
demonstrated by the repetition of a 
Fairbanks-Morse advertisement, head- 
lined “Official Seal Tester.” 

The illustration in this advertise- 
ment pictures a man breaking the seals 
on standard boxes which contain 
SKF _ Bearings and 
marked with the letters “SK F.” On 
the table before him are several S$ K F 


conspicuously 


Bearings ready for work. 

The copy says nothing of SKF 
Bearings, but subtly refers to “the 
highest priced bearings in the world,” 
1 slogan made famous by S K F in an 
extensive advertising campaign sev- 
ral years ago. 

Until the attention of the reader 
runs into the signature line, he is al- 
most led to believe the advertisement 
as prepared solely for the purpose of 
xtolling the advantages of antifric- 
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tion bearings in electric motors. In 
reality, the advertisement is the bow 
of one of the pioneer electric motor 
manufacturers to the many outstand- 
ing benefits derived from the use of 
antifriction bearings. 

While the magazine containing this 
advertisement was going the rounds, 
the telephone was busy with calls 
from salesmen, engineers and depart- 
ment heads who sought an opinion re- 
garding the advertisement. Each 
seemed pleased in the knowledge he 
was doing his part in codperating 
with the advertising department. 


Naturally, something had to be 


done about it. So we procured per- 
mission and an electrotype of a half- 
page advertisement from Fairbanks, 
Morse & Co. 


headline, “‘Back in 


Next, we lettered a 
1912, Fairbanks- 
Morse began using SKF 

Here’s what they say today.” 
row effect carries the eye into the 
Fairbanks-Morse advertisement. Then, 
included an 


Bearings. 
An ar- 


for good measure, we 
illustration showing a cross-section of 








He hit at the displacement of man 
power by the machine and the intro- 
duction of speed-up efficiency systems, 
which, he asserted, have brought into 
our economic lite an element that ig- 
nores and discards the skill that work- 
ers have developed over many years. 
As a remedy he said: “We propose 
that where workers are eliminated 
from industry through the introduc- 
tion of machinery the hours of labor 
must be shortened; we propose that in 
those industries where the machine re- 
places the handicraft workers that the 
purchasing power of the workers must 
be kept at a high level through the 
increase of wages.” The proposals 
also included elimination of child la- 
bor and opportunities for employment 
for older men whose usefulness is not 
ended by the mere factor of age. 

Mr. Hines outlined the basic aims 
and objectives of the A. F. of L. and 
quoted from W. L. Green, its presi- 
dent: 

“Tt is our conviction, based on sim- 
ple logic, that the real remedies 
for our problems can be applied effec- 
tively by codperation between labor 
and industry, and this is more impor- 
tant than anything government can 


do to promote industrial recovery.” 


a Fairbanks-Morse motor together 
with a brief description. 

The only comment we’ve received 
to date is that the advertisement is in- 
clined to impress motor buyers rather 
than bearing consumers. And that is 
our objective, for it is only logical to 
assume the more motors Fairbanks- 
Morse sells, the more antifriction bear- 


ings we shall sell to Fairbanks-Morse. 


in 1912 


FAIRBANKS-MORSE USED 


Official 
%, Seal- 


f\ breaker 


SKF seaaines 


HERES WHAT THEY SAY TODAY 
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Using letters to retell the sales story presented by 
the salesman. . . Getting more returns from question- 
naires... Illustrating the product in sales letters 


deeper one goes into actual 


@® THI 
sales work out in the field, the more 
he is impressed with the truth of that 
old saying, “The eye remembers long 
ifcer the ear forgets.” ; 

Facts, sales points, features, im- 
provements, special adjustments, sav- 
Ings, improved methods —the stories 
of all these flow into the ears of the 
buyer day after day, week after week, 
month after month, in a_ veritable 
flood How can anyone, even were 
he superhuman, be expected to retain 
in his mind, even a small part of this 
mass ot intormation? 

In plant after plant, your salesman 
and ours calls day in and day out 
He tells his story following all the 
teachings of the most expert sales 
training programs. He elucidates in 
all the precepts of Dale Carnegie down 
—and still sales progress is relatively 
slow. Small wonder, for just follow- 
ing the call of any one of these men, 
the buyer has to sit and hear another 
call, another sales message, and so 
on, throughout the day! 

Well-written sales literature helps, 
of course. But, the human element 
being what it is, the best of literature 
will go astray—be mislaid. I do it, 
and you do, and we are all ordinary 
humans, the same as buyers of our 
products! Therefore, an opportunity 
superb, enters! The humble sales let- 
ter comes into its own! 

For example: You have listened to 
the sales story of some ardent sales- 
man, and although you gather an 
impression of its importance to you, 
you are so busy that particular day, 
you cannot give it the attention it 
deserves? And, after the salesman 
has left, you have only a hazy idea 
of it all. No discredit to your intel- 


ligence or the salesman—simply the 


mind can take in only so much. 
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Then a day or so later, if you run 
into one of those very rare cases | 
stumble upon, you may get a letter 
confirming the facts brought out in 
that call. Haven't you often said, 
as I have, “So, that was what he was 
driving at?” And when that intel- 
ligent salesman calls again, you greet 
him a bit more heartily, and with a 
knowledge gained from that lefter, 
you talk intelligently with him about 
your problems and where he may help 
you! 

Now, I know what many salesmen 
have told me, and you have probably 
found the same thing true: “Sure, 
some prospects even ask you to write 
it all in a letter, but it’s just a stall 
to get rid of you.” 

It may be a stall in many cases! 


A nd I 


used it as such! 


myself, must admit having 
But there have been 
cases where I was completely surprised 
with a complete letter retelling the 
whole story, and I BOUGHT as a 
Hasn’t that 


result of that letter! 


happened to you? 





It all goes back to one of the things 
we talked about in last month’s clinic 
in these pages—in most cases, you 
have to sell more than one person— 
in order to make a sale! 


So, after the story has been told to 
the first party, the letter confirming 
the facts provides that person with 
a summary of the sales talk, with 
which the first party can discuss the 
matter with a second and even a 
third buying influence! That discus- 
sion takes place when the salesman 
is nowhere around! And what might 
happen were there no letter to re- 
fresh the memory of the first party, 
may well be the cause of many and 
many a lost sale! 

It may sound elementary to sug- 
gest that sales calls be confirmed with 
letters. Likewise, it is true enough 
that lots of sales calls do not require 
But the fact re- 
mains that the possibilities for in- 
through the 
method of a letter summarizing the 


a letter follow-up. 


creased sales simple 


facts set forth in an interview, are 
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Letter clinic conducted by 
HERB MERCREADY 
Advertising Manager 


MAGNUS CHEMICAL CO.., 
GARWOOD, N. J. 


all too frequently overlooked, if not 


completely neglected in many and 


many an organizat ion! 


How do you 
ask for information? 


Questionnairing these days, it 
seems, is a habit we can slip into too 
easily if we don’t watch out. At 
least that’s the way it appears from 
the number of questionnaires received 
in the course of an average month. 
We are asked to do almost everything 
from giving the size of our collar 
band to jotting down how much of a 
certain commodity we may buy in a 
given period. 

The questionnaire, nevertheless, 
serves a very useful sales purpose but 
the situation calls for better and in- 
genious techniques to bring the de- 
sired results. In this respect the let- 
ter of Fraser Industries Incorporated 
is noteworthy, because of its direct- 
ness and note of sincerity of purpose. 

Here the questions are put at the 
bottom of a friendly letter explaining 
the purpose of the survey as an effort 
to determine the addressee’s use and 
application of types of papers Fraser 
manufactures so that he will not be 
bothered with samples, etc., which 
have no relation to his problems. That 
is a reasonable and logical approach 
which, in itself, should bring a high 
return, but the letter writer does not 


“You'll not be 


stop there; he adds: 





Join the Letter Clinic 
Readers are invited to 
participate in this letter 
clinic by submitting their 
own work as examples of 
effective letters or those 
they receive which they 
believe to be good exam- 
ples. Your letters will be 
analyzed constructively 
(without identity being re- 
vealed if requested) if 
you will send them to the 
editor with a statement of 
their purpose and objec- 
tive. 
ATS HS LL TTT, 
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bothered by any special sales follow- 
up.” That rings the bell with me, 
and if ever I use the idea, I'll put 


that sentence in caps 


Give as well as receive 


Pennsylvania Salt Mfg. Company, 
Philadelphia, recently made a com- 
F a questionnaire and a 
letter 


bination of 
booklet 
its merits because it offers something 


promotion which has 


of interest and value while at the 
same time asking a favor. The ques- 
tionnaire in this case also occupied 
the bottom part of the letter and at 
the left in true color and in minia- 
ture was reproduced the cover of a 
booklet on liquid chlorine in the form 
of a die-cut over flap. Opening the 
cover, the reader finds on page two an 
index to the contents of the booklet 
offered, while on page three are a 
couple of paragraphs on ‘Properties of 
The last item in the series 
“Would you like a 
copy of our new Liquid Chlorine 


booklet?”’ Indeed a 


getting requests for a booklet and at 


Chlorine.” 


of questions is: 
novel way of 


the same time gathering data on the 
prospect’s use of the commodity fea- 
tured. 


Putting the product 
right into the letter 


product in the 
makeup of a sales letter is not new, 


Illustrating the 


but not often does one run into a 
technique quite as unique as that 
used in another Pennsylvania Salt let- 
ter. Here the product again is liquid 
course, cannot be 


what does 


chlorine, and, of 


illustrated, so Irene Jf. 








Dennery, advertising manager, do but 


feature the container in natural color 
in a die-cut flap along the right mar- 
gin of the letter. The tank is fin- 
ished in aluminum and carries a blue 
cap with a yellow band, forming a 
striking color combination and mark 
of identification—and so far as users 
are concerned, the tank itself is sym- 
bolic of the product. That’s using 
your head to put attention value and 
dificult product identification into a 


sales letter! 


Who uses your product? 
Featuring company names in sales 

letteres as users of your product may 

a great deal to some people, 


mean 
whereas to others they mean nothing 
at all. This is because some look 


upon such lists as mere “front” and 
representative of pet customers of 
which every company has a number. 
Another way in which to register 
the same “weight” of product accept- 
ance is the method used in The Bur- 
omin Company letter. Here, instead 
of company names, of which no let- 
ter can carry a really comprehensive 
list, the number of plants by indus- 
try classifications using the product 
are tabulated, thus giving variety to 
the makeup of the letter and adding 
the power of numbers. 

This letter further illustrates a good 
practice of leading the recipient on 
to read the bulletin enclosed which 
promises interesting and factual in- 
formation. And the bulletin in this 
case deserves credit for conveying a 
simple, colorful, directly put message, 
and neatly done, which invites read- 


ing. 
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With observation of a few simple fundamentals, ex- 
port trade may be developed by the average Ameri- 


can manufacturer to a profitable part of the business 


Experiences iw Export Aduertising 


Buy American—-—W orld trades’ 
silliest slogans are “Buy British,” 
“Buy American,” “Buy Czecho-Slo- 
vakian,” “Buy Andorrian.” In trad- 
ing between oursel\ es and other na- 
tions, we must buy and sell. Revise 
the slogans to “Sell American,” “Sell 
British” and the picture changes. In- 
ternational competition shakes hands 


and the fight 





and enters the ring 
is on. When you say, “Go to Church 
on Sunday” there is a monetary note 
not much relished; say “Come to 
Church on Sunday” and there you feel 
a welcome hand extended. 

Dr. W. F. Gephart, vice president 
of the First National Bank, St. Louis, 
addressing a meeting of foreign bank- 
ing executives recently said: “We 
have had during recent years the most 
intelligent commercial trade policy of 
any time in the histor) of the United 
States if service to the people as a 
whole is to be considered. But we 
have yet far to go in the removal in 
our own case of artificial barriers to 
trading with other nations 

“This becomes even more important 
when we consider the underlying fact 
that we are a creditor nation and if 
we are to find markets abroad for our 
cotton, our automobiles, our office 
machinery and other products there 
is just one way to do it and that is 
by being willing to buy goods from 
other nations, for few, if any, have 
either money or credit to purchase 
our goods.” 

Self-evident, of course, as you all 
know. Carrying coals to Newcastle, 
beer to Milwaukee. Seventeen na- 
tions have signed reciprocal trade 


agreements, five others have published 


From a talk before the World Trade 
‘lub, Indianapol Ind., May 26, 1938. 


By JOHN G. ROBEL 


Manager, Export Division 
EVANS ASSOCIATES, INC., 
CHICAGO 


“Intentions to Negotiate.” The Gal- 
lup survey and poll disclose that sev- 
enty-nine per cent of the Democratic 
votes canvassed and sixty-one per cent 
of the Republican ones favor the 
Hull agreements and that leads us to 
the thought that high tariffs may 
never again be an issue in national 
campaigns. 

Does International Adver- 
tising Pay?—Emphatically, yes. 
Some American exporting firms have 
consistently advertised to and in 
overseas markets for more than 
half a century. Advertising linage 
in our export journals is up while 
domestic trade papers have suffered 
cuts. Any field man working ter- 
ritories abroad will tell you that ad- 
vertised goods are easier sold than 
those not advertised. And that in- 
tangible, “good will,” more valuable 
in foreign lands than at home, is 
promoted and established by adver- 
tising. 

The fundamentals of business suc- 
cess at home are the ones that bring 
success over there. Good advertising 
here is good in any or all of the 125 
world markets if the product fits the 
market. Let’s pull another platitude 
—no product is better than its dis- 
tributor, no advertising campaign can 
click unless the territorial sales or- 
ganization is on the job. . But that is 
the export sales manager’s responsi- 
bility, not the export advertising 
man’s. 
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Before I cite a few cases histories, 
let me say that I am a firm believer 
in centralization of export advertis- 
ing effort. My experience has proved 
that allowing an overseas distributor 
an extra discount for advertising lo- 
cally is poor business. If the money 
is spent—which does occur occasion- 
ally but not often—it is mostly 
wasted. The argument that a dis- 
tributor can get a better rate has 
some merit, but that differential 
never gets back to the advertiser 
Here is an example: 

A manufacturer of machine tools 
reports: “Some years ago we had no 
systematic advertising plan. Where 
work of that character was done, it 
was through the medium of our deal- 
ers or distributors entirely on their 
responsibility with practically no co- 
operation from us. We allowed them 
an extra discount for advertising pur- 
poses, upon which no tab was kept 
and which in many cases was merely 
pocketed as an extra cash discount. 
During the past few years, however, 
we have devoted our efforts to the 
practical working out of a plan whose 
main features have been summed up 
in the principal of accepting the 
world as one foreign unit and not 
making any special exceptions in the 
case of any individual countries. We 
think our success has been due, in 
part, to the fact that instead of con- 
sidering a score of foreign countries 
as such, we have considered them all 
as part of one foreign whole to be 
treated somewhat differently than the 
United States to be sure, but not in 
a score of different ways—only one.” 
End of the quotation and my com- 
ment is that this manufacturer’s ex- 

(Continued on Page 43) 
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AS recently stated by a railway executive, now is the opportune 
time to present to railway men the merits of your products 


or equipment ... when these men are devoting much time to 
studying ways of improving service and operating efficiency and 
are determining the specific equipment to be included in future 
buying programs. 


The manufacturers who conduct continuous publication adveriis- 
ing campaigns, directed to the railway men who are interested in 
the type of products they make, will be in the best position to bene- 
fit from the future railway market and from the present oppor- 
tunities for railway sales. And the five Simmons-Boardman 
departmental railway publications provide a direct and economical 
means of doing just that kind of a selling job. 


These publications enable you to select and reach your own railway 
audience, without waste . . . for each publication is devoted ex- 
clusively to a definite branch of railway service . .. and each one 
has a specialized circulation of men who authorize, specify and 
influence railway purchases. 


Concentrate your sales efforts on the particular railway men you 


want to reach in one or more of these outstanding publications, 
thereby paving the way for increased railway sales of your products. 


Simmons-Boardman Publications 
All Publications A.B.C.—A.B.P. 


30 Church Street, New York, N. Y. 
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Railway Age 
Published every Saturday. 
Edited from the executive, 
operating and managerial 
standpoint, and read by rail- 
way executives, operating offi- 
cials, purchasing officers and 
department heads, men who 
control railway policies and 
approve major expenditures. 
Railway Mechanical 
Engineer 
Published monthly. Devoted 
exclusively to the problems 
of the railway mechanical de- 
partment officers who select 
and specify equipment and 
materials (including shop 
equipment) used in the con- 
struction, maintenance and re- 
pair of locomotives and cars. 
Railway Engineering 
and Maintenance 

Published monthly. Devoted 
to the interests of the railway 
engineering and maintenance 
officers who are responsible 
for the construction and main- 
tenance of roadway, track, 
bridges, buildings and other 
fixed properties. 


Railway Electrical 
Engineer 


Published monthly. Devoted 
exclusively to electrical prob- 
lems of the steam railroads 
and is read by the men who 
specify and are responsible 
for the installation and suc- 
cessful operation of heavy 
electric traction, air-condition- 
ing, shop electrical equipment, 
train and locomotive lighting 
and many other electrical 
applications. 


Railway Signaling 
Published monthly. Devoted 
exclusively to the problems of 
railway signal officers and 
their staffs, who are respon- 
sible for specifying, installing 
and maintaining signals, inter- 
locking, centralized traffic con- 
trol, car retarders and com- 
munication equipment. 
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er YOURS ahiey 


Dhat your catalog is always on the job 
O-tive offices of architects, engineers 
rqilding contractors 





Z when you leave it ta others 


Your catalog may be in this drawer. But you 
can't be sure. You asked your prospects to file 
it for future reference. But it would be unusual 
if more than one out of every five did so. You 
are counting on this catalog to keep buying in- 
formation on your products constantly accessi- 
ble in your prospects’ offices. But most of the 
catalogs you hoped they would file for you have 


been lost or thrown away. Such a waste of 


catalogs is bad enough, but far more serious 


is the consequent loss of selling opportunities. 

Do you find it hard to believe that the catalog 
you have prepared and distributed with such 
care and thoroughness can be so carelessly han- 
dled on the receiving end? Then you should visit 
a score of offices in which you are reasonably 
sure your catalog is on file. Ask to see the actual 
copy. You will be startled when you see how 


few can produce it. 


File your catalog before you distribute it — as hundreds 
of building product manufacturers are now doing — in 


Sweet’s Catalog File. Then you can be sure that every 
copy will go where it will do you the most good, and 
that it will stick at its destination — ready, at all times 
to work for you as you intended. 

And not only will it be ready for work. It will work — 
more often and in more places. For remember that 
Sweet’s is the catalog file that specifiers and buyers of 
building products prefer and use more often than any 


other source of buying information. 


HOW TO GO ABOUT IT—call on Sweet’s now to 


assist you in preparing the right kind of catalog—a 
catalog designed from your prospect’s viewpoint, which 
will meet his information requirements and which will 
make it easy for him to select, specify or buy your prod- 
ucts. Such a catalog should not be merely a condensa- 
tion of some other catalog, but should contain carefully 
selected material for your buying factors in this particu- 
larmarket. Sweet’s maintains a staff of catalog special- 


ists who are expert in the art of combining effective 


A NEW SWEET’S CATALOG FILE IS NOW BEING COMPILED. We request clients, present and pros- 


pective, to allow us as much time as possible for painstaking work. If individually-bound catalogs are needed in 


presentation with economy of space. Their services are 


available to clients at no extra charge. 


THEN — dummy of your specially prepared catalog 
will be submitted to you for your corrections or approval, 
together with a quotation of costs. 


WHAT YOU GET FOR YOUR MONEY— Instead 


of receiving just a stack of catalogs, you will get from 
this complete catalog service (1) the catalogs, plus (2) 
filing in a comprehensive, indexed file, plus (3) distribu- 
tion to 14,500 active offices of architects, engineers and 
contractors, plus (4) maintenance of your catalog in 
Sweet's Catalog File for a whole year, plus (5) a printed, 
confidential list (and supplements) of offices in which 
your catalog is constantly accessible in Sweet’s. 

At your request, our district manager in your territory 
will call to receive your instructions. Their execution will 


have his personal supervision. 


SWEETS CATALOG SERVICE 


119 WEST FORTIETH STREET * NEW YORK 


advance of Sweet’s distribution, preprints of catalogs to be filed in Sweet’s can be had in thousand lots at low cost. 















Editorial » » 


» 





Now Is the Time for 
Promoting Business 


@ WITHIN the last thirty days there has been 
unmistakable signs that business has taken a defi- 
nite change and that the trend once more is 
favorable. Alert business executives will give 
weighty consideration to the situation and make 
certain they are not caught sleeping in their 
efforts to get their share of orders which will 
be forthcoming in the immediate future as a 
result of the latest developments. 

While there are some skeptics as to the effect 
the government’s five billion dollar lending- 
spending program will have on industrial busi- 
ness, those who haven’t forgotten the signifi- 
cance of that amount of money clearly see it 
otherwise. Five billion dollars forced into cir- 
culation will create billions of man-hours of 
employment which will stimulate confidence in 
wage earners and re-establish buying power 
which will make itself felt in every conceivable 
industry, as surely as the stone cast in the pool 
sends waves to every shoreline. 

But that is only one of the bright spots of 
encouragement facing business. Other signs, of 
which some are more receptive, are the increases 
in car loading since early May, the upturn in 
steel production, the advance of commodity 
prices, the increase in lumber production and 
shipments, and the rise in the security market. 
All these factors have served as barometers of 
business for years on end; now, coming all at 
once, certainly they must carry some significance. 

The writing on the wall points to improving 
business in the industrial field. And, as twenty 
chief executives of successful manufacturing in- 
stitutions pointed out in these pages last month, 
now is when the buying formula actually starts 
to work. Now, when business is designing, 
planning and engineering new products to be 
launched with the upturn. Signs indicate that 
that time is here, and right now is none too early 
for management to call in the advertising man- 
ager and sales promotion executive and order 
full steam ahead. 

The capital goods industry can well take a 
lesson from the National Salesman’s Crusade 
movement inaugurated by Nash-Kelvinator 
Corporation and do a comparable job of concen- 
trated selling in the industrial field. 

Business is definitely on the up; put advertis- 
ing back on the job, throw in the clutch and 
watch industry’s wheels whirl again! 
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Advertising Value of 
Plant Identification 


@ TRAVELING around the country, an ad- 
vertising-minded person cannot help but be 
impressed with the great dissipation of adver- 
tising value represented by impressive manufac- 
turing plants. They are seen on the outskirts 
and within every city of any size, but most of 
them stand mute so far as heralding the name of 
their owners or the products they make. What a 
lost opportunity for inexpensive institutional 
advertising! 

Yet, open a number of catalogs, or even refer 
to correspondence files, and there you find 
pictures of factories, some of which are striking 
examples of art work costing hundreds of dol- 
lars, which the boss insisted should be used to 
impress the reader with the size and apparent 
importance of the company. But nary a sign 
or mark of identification on the buildings to be 
seen by the thousands of people passing by on 
trains, in automobiles, or overhead in aeroplanes. 

Buying influences are passing by your door 
every day. 

Modern manufacturing plants are impressive. 
People are interested in factories, and as they 
look at yours from ground or air, be sure they 
learn who owns it and what product it produces. 
Adequate plant identification in these days of 
extensive travel will prove inexpensive and 
effective institutional advertising. 


Keep the Competitive 
Situation Balanced 


@ NOT only an important situation to watch, 
but a point which will go a long way in convinc- 
ing some managements that an adequate adver- 
tising campaign should be maintained, is the 
amount of advertising being used by your com- 
petition. ‘Check carefully on what others in 
your industry are doing and make every effort 
you can to have your company hold its relative 
position in respect to publication advertising 
and sales promotion work. In fact, where possi- 
ble, now is a good time to jockey your position 
for a more favorable showing. 

Objective planning for increasing promo- 
tional effort will materially aid the advertising 
manager in getting his program back up to par. 
Some things which can be done along these lines 
are outlined in the lead article in this issue. 
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Aunual Awards to Business Papers for 
Pullishing Achievement 


Competition Closes August l 
Make Your Entries Now 


UGUST 1 is the dead line for entries in INDUSTRIAL MARKETING'S competi- 

tion for awards to business papers for publishing achievement and publish- 

ers are urged to prepare and mail their entries at once to the Contest Secretary, 
Industrial Marketing, 100 East Ohio St., Chicago. 














All publishers of business papers in the United States and Canada are eligible 
to make entries of their work in any or all of the three classifications listed below, 
for which there are separate awards. There are no entry forms or other formali- 
ties—merely send in the material you wish to enter in the competition stating the 
classification and give a clear statement of its purpose and objective. The classi- 
fications are as follows: 


] For the best series of articles, editorials, or general 
* editorial campaign around a definite objective. 


2, For the best single article or editorial pertinent to 
* the advancement and welfare of the field served by 


the paper. 


3 For the greatest improvement in typography and 
* format and general appearance. 


Honorable mentions will be given under each classification and signified in 
the form of framed certificates. A jury of awards will decide the winners and 
presentations will be made at the annual conference of the National Indus- 
trial Advertisers Association, to be held this year at Cleveland, Sept. 21-23. 


S. Holl, adver- All entries must be submitted on or before August 1, 


The jury of awards will comprise Julius 5. 
1938, to INDUSTRIAL MARKETING, 100 East Ohio Street, 


elt Company; William E. McFee, 
Chicago, and be accompanied by letters of trans- 


ee ie ie RR.) Mill Comnanyv 

chief copyw he American Rolling Mill Com pany, é ; 
. ; : : mission setting forth the objectives of the material being 

Middletown, O., past president of the N.ILA.A.; Walther ‘ i 
entered, and so far as possible, the accomplishments 
Buchen, president, The Buchen Company, agency; or reactions received. faterial entered must have 
Harvey A. Scribner, president, Russell T. Gray, Inc., been published within the twelve months preceding 
agency; and William F. Kittridge, director of design the closing date of the contest. Additional information 
and typography, R. R. Donnelley & Co., printers. on any points in question will be furnished upon request. 
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AS INSERTED 


Throwing Stones at Glass Ads 
Corning Glass advertising—praised 
here often—probably as thorough a 
reading as any campaign in the busi- 
would be a 


ness. In tact, Corning 


‘required course” in our school of 


black, 


effective as a Bel 


advertising: bleeding illustra 
Geddes’ 
headlines like 
‘The Mystery of the Black Light,” 


‘154,000 volts—on its way to beat an 


rions as 


stage set; unpassable 


egg,” “How to find a button in a 
baby”; copy that sings its way up to 
that familiar signature, ‘Corning 


Read this 


express 


Means Research in Glass.” 


stuff, my man, then try to 
what your firm’s name means in your 
industry. Credit for “Black Light” to 
Alan M. Ward of the Buffalo office 
of Batten, Barton, Durstine & 
Osborn, Inc. 

And note the acceptance Corning 
can get when announcing a new 
product over that signature, like elec- 
trical insulating tapes made from 
Corning Glass Yarns. 

Corning’s man-of-glass carries Py- 
rex advertising, but we have the feel- 
ing that the illustrative situations are 
thought of first, then copy made to 
fit the case. For example, the glass 
man playing chess sets the copy off to 
an artificial start-—scuff about check- 
another one shows 


mating corrosion; 


him getting hit by a boxing glove, 
caption “Glass that can take it.” 
Shallow stuff: “If gauge glass wore 
service stripes, many Pyrex Gauge 


Glasses in service today would bear 
the badge of veterans.” 


It seems a long way from such 


astounding figures as $2,600,000,000 
worth of textiles and 300,000,000 
pounds of dynamite to the fused-in 
calibrations on Kimble Glassware for 
laboratory uses, and whether such fig- 
people buy Kimble, we 


ures make 
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and a postscript 


The mystery of the “Alack Light” 


(ORNING 
5 feranh ia Ghee 


doubt. What does the chemist care? 
Isn’t he more likely to read the Kim- 
ble ad that “features 8 advantages 
every chemist wants’’? 

Libbey-Owens-Ford, 
neat job selling “Quality Glass” to 


the home-building public, backs it up 


which does a 


well to the architect—merchandising 
the consumer-campaign, showing in- 
teresting examples of glass architec- 
ture in prize-winning homes, etc. But 
straight selling copy on structural 
glass is less colorful than the layouts 
—Vitrolite Structural Glass, with 
its many colors and decorative surface 
effects is a delight to the eye” and 


“Pacing the vogue of modern mer- 


chandising” are in the key of an ad- 


dress before a women’s club, not 
architects. 

Owens-Illinois Glass’ layouts have 
the same crisp, crystalline appearance 
as L.O.F’s. 


pictorial—*‘From 


Fiberglas advertising is 


chiefly top draw- 


string to bottom seam, this anode bag 


Rah-rahs and bah-bahs for 


Non-metallic Materials advertising . . . 


on the review of Metals 


is glass”’—and a full page halftone of 
a filter cloth labeled “This is pure 
glass’ —both particularly effective be- 
cause the accompanying copy is fact- 
ful. “The fine filaments from which 
Fiberglas is spun, provide enormous 
capillarity with a low voltage drop 
across the fabric.” Insulux Glass 
Block advertising to architects “Gives 
the imagination new freedom”—in- 
viting layouts, photographs, copy de- 
scribing the practicability as well as 
the beauty of glass. 

Pittsburgh Plate Glass sells DAY- 
LIGHT instead of glass blocks—and 
well. Addressing building manage- 
ment: “Use DAYLIGHT for a sales- 
man to office space” 

addressing factory management: 
“How to Flood Your Factory with 
DAYLIGHT—and 
Excellent owner-bene- 
fit advertising. More “Here’s How” 
tactics in another Pittsburgh cam- 
“Here’s How Pittco Store 
Fronts Work Revenue Magic” 
“How Pittco Products Contribute to 
Successful Store Front Design.” 


rent your 


save money on 


heating, too.” 


paign: 
and 


Papering the House 


About the best you can say about 
paper advertising is that it is enthu- 
siastic. little for 
others to learn from this industry’s ad- 
vertising, we'll just hit the high spots. 

For some reason, the temptation for 


Because there is 


analogy has a strangle-hold on some 
paper makers. Beckett’s golfer, vis- 
ualizing the long and accurate drive 
that counts in the game of business, 
presents not the slightest excuse for 
using Beckett’s Buckeye on your next 
Nor do Wytek’s tug- 
boat (meaning strength), Fandango 
Mills’ “Notable No. 31” 
(indicating “protection for the price- 
or Byron Weston’s ship 


mailing piece. 
Libraries 
less ages’) 
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Vine Majority of & 
-She -Mape vty of A; 
Four of the reasons why manufacturers eve and small 
of cosmetics, perfumes and drugs come to mefor con- 
tainers and closures: 
l. Seovill’s quality of manufacture is known to be de- 
pendable — each item in an order can be expected to be 
uniform, identical with the specifications. Scovill has been 
a leader in serving the cosmetic industry for over 30 
years. 
2. Scovill 


operate in styling containers so as to add all possible 


designers alert to fashion influences co- 


SCOVILL 


79 MILL STREET 








Cincinnati, San Francisco, Los Angeles. 
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Active 
ume-minded FILENE’S in 
Boston carry several dozen 
famous makes of lipstick. 
Scovill 


Of these. 60°, are 


customers. 






(7 ; 
Dontainers 


. Swe : » "4 vel made 





visual sales ; to the reputation of the brand. 
(Phot. mi PWS a few recent designs. ) 










Paiso offers creative design from the mechanical 
standpoint. Among its accomplishments: a more effi- 
cient, cost-saving dispenser, on the roll-top lipstick con- 
tainer in the center of the photograph. 
4. Scovill’s Container Division specializes 
departments for closures, vanities, lipsticks. 
In most big stores — from Fifth Avenue to the mill towns, 
we believe you will find more containers by Scovill than any 
other. 


three separate 


COMPANY 


7 ( . 4 : ao ee 
SL rug and be smectic AC nlatne , Ltr CHO 


* WATERBURY, CONN. 


Boston, Providence, New York, Philadelphia, Lynchburg, Va., Syracuse, Pittsburgh, Detroit, Chicago 


IN CANADA: 334 King Street, East, Toronto, Ontario 
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figurehead (‘‘symbol of sound crafts- 


manship”) and surgeon (‘a combina- 
tien of skill, knowledge and experi- 
Products’ pilot 


(nautical) just fogs up a neat little 


ence”’ ) Menasha 
case study on packaging chocolate. 
Northwest Paper’s 
paign is plain silly. Not a selling 


““Mountie” cam- 


statement in the lot. 


Talking to printers, one piece of 
copy would do for any advertiser, 
and this is odd, because the printer 
rather than the advertiser should be 
more concerned with the mechanical 
papers. But 


aspects of individual 


Martin Cantine’s “For speed and cer- 


tainty in production, and quality 
throughout the run, you need good 
from the piece of 


paper” is same 


cloth as Cromwell Paper’s “Today’s 
high speed, automatic presses are a 
far cry from the first makeshift hand 
press of Gutenberg and Fust.- But 
they are the result of tireless endeavor 
through the years to produce better 
Cromwell’s 


time to experiment with haphazard 


printing;” “There’s no 


methods and unreliable equipment in 
Howard 


Paper’s ““When out for values, choose 


the modern printing shop;” 


Howard Bond—compare it! Tear it! 


Test it! And you will specify it!” 
Maxwell Paper’s bill-boardish ‘“‘Al- 
ways Remember—Maxwell Is Made 
Well!” In none of the ads from 


which these lines are quoted is there 
a sales idea to which one particular 
manufacturer could claim exclusive 
ownership. 

But don’t think that paper adver- 
tising lacks sales ideas just because 
paper itself lacks sales ideas. Interna- 
tional Paper features a “Letterhead 


Yardstick,” 


samples and an analysis chart for de- 


containing instructions, 


signing letterheads. Its Ticonderoga 
Book Paper campaign says, “This new 
demonstration portfolio is filled with 


constructive ideas.” 


Linton Brothers had a customer sur- 
vey branch office managers on their 
opinion of Bristol, and found a thirty- 
five to three preference over paper. 

Hammermill Paper proves with pho- 
tomicrographs why the close, com- 
pact surface of its offset paper holds 
ink on the top of the sheet, prevent- 
And Fraser Indus- 
tries come forth with a $413.00 sav- 


FRA- 


ing show-through. 


ing reported by a user of 
OPAQUE. 

This Fraopaque campaign is inter- 
Each ad has a line like “Say 


esting. 
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FOR USING OLD PUMPS! 


Old Pumps Prove Too Costly to Keep in Service . 

Out-Dated by Improved, Highly Efficient, Modern 
Pumps! Find Out How Allis-Chalmers Pumps Pay for 
Themselves Give you 15° More Water for Your Money! 


—— 
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Big, bold headlines with informative 
sub-heads are featuring a new series 
of Allis-Chalmers inserts and pages; 
this one cleverly ties in with “taxes” 


FRAY-O-Pake for Economy’s Sake,” 
not only rememberable but useful in 
giving sound to the eye-bewildering 
name FRAOPAQUE. 


of quality, rather than costs, there’s 


On the subject 


the headline “Cheer up your halftone 
dots with Pure-White Fraopaque” over 
the line “Say Fray-o-pake for con- 
trast’s sake.” Another, just to show 
that two good ones should never be 
enough: “Because more light is re- 
flected . . . type and halftones are 
sharper on Fraopaque,” “Say Fray-o- 
pake for vision’s sake.” Copy is crisp, 
like Fray-o-pake. 

Visibility is a theme you find else- 
Dave) 
back to Alhazen, who showed how 


where, too. Company goes 


rays bend when passing into the eye, 


but it turns out to be an ad on the 


bend-resistance of Davey Binder’s 
Board. 
Kimberly-Clark’s theme song is 


“Kind to sides 
alike,” 


other precaution we take” 


your eyes—Both 
and “Washing a river is an- 
helps ex- 
plain the clearness of Kleerfect. An 
ad about an Indian who wove “for 
seventy years and her eyes are as good 
as ever!” explains that she worked in 
softened light on light-absorbent ma- 
tip for K-C’s  glare-free 
Kimberly-Clark’s ro- 


togravure campaign—-selling the eye- 


terials—a 
printing papers. 


catching property of roto—is familiar 
to all advertising men. 

Lowe Paper Company likewise sells 
visibility—a bathing beauty and the 











caption “Who ever heard of a white 


sun-tan?” 

But many of the big advertisers sell 
prestige—not their own, but the value 
to the customer of having paper—let- 
terheads or promotion—that says 
Quality. Letterhead is the 
Voice of Your Business,” says an ad 
of the Rag Content Paper Manufac- 
turers, and it goes on to point out the 
the hold upon the public of the “well- 
remembered voice” of the great ora- 
f paper, 


“Your 


tor—and the distinction of 
which is your voice in written com- 
munications. 

Distinguished layouts by Gilbert 
Paper echo this theme—‘Fine Writing 
Papers do Make Friends. 
Paper also repeats this approach (or 


Strathmore 


maybe the Rag Content Manufactur- 
ers repeat Strathmore): “The Voice of 
Business Carries "Round the World on 
Strathmore Letterheads,” telling about 
letters that go to “Kings, Presidents 
and Merchant Princes from World’s 
Fair Headquarters.” More might be 
made of “a letter on Strathmore Bond 
costs less than 1% more than the 
cheapest paper.” Strathmore merchan- 
dises its advertising in PURCHAS- 
ING and the printing magazines. 
Esleeck 


grand opportunity to sell the savings 


Manufacturing misses a 


in Esleeck thin papers. Just saying 
they “reduce typing, mailing and fil- 
Can’t the 
subject be made important by facts, 
figures, and above all impulsion? 


ing expense” isn’t enough. 


Hammermill uses standard big- 
agency formulae—sex (a girl on this 
side of a strong light to illustrate 
“show-through”), continuity — strip 
(“What’s he thinking as you talk 
about paper?”’), geography (“How 
Hammermill Helps Sell Treasure 
Island on San Francisco Bay”)— 
lightweight, but refreshing. 

Vegetable 
devotes six square inches out of the 


seventy it bought to say “WANTED 
—our group of research chemists and 


Kalamazoo Parchment 


engineers, whose successful packages 
are already in nearly every home in the 
land, is looking for some new and 
solve. Problems in 
papers 
solicited. Will not give up until they 
Address problem 
to Kalamazoo Vegetable Parchment 
Co., Parchment, Kalamazoo, Michi- 
gan.” We call it good advertising 
because it performs — directly — the 
functions that good advertising ought 


Which are: ask the read- 


tough jobs to 


food protection particularly 


know the answer. 


to perform. 
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er to do something you want him to 
do, and give him a good reason for 
doing it. 

To complete the record: Holliston 
Mills tell about the Boston Cooking 
School Cook Book 
the water-filled hold of the S.S. Pres- 
“Patapar 


“that survived 


ident Hoover” . . . the 
News,” selling Paterson Parchment to 
the public (with package-buyers look- 
ing on), is smart; also the keymark 
that says “Protected by Patapar” 

an ad on Permanized Papers leaves 
us utterly in the dark as to what Vita- 
min “P” is—are printers equally mys- 


tified? Finally, Parker-Young 
offers “Snow White and the Twelve 
Colors” which is okay by us. 


Plugs for Plastics 

Our opinion of Bakelite advertis- 
ing was expressed at great length in 
this space last fall, when we ex- 
plained why Bakelite copy which was 
among the N.I.A.A. Conference prize- 
winners, was exceedingly boring. Our 
guess was that Bakelite advertising 
was in a rut; today, we guess that 
Bakelite advertising is still in a rut. 


Pictorially, there’s been an improve- 


ment. The “From Plastics Head- 
quarters” campaign showing three 
products and closeups of surface 


characteristics are interesting to look 
at and valuable, but the words are 
deadly—the same devotion to start- 
ing off with prepositions, the same 
cranked-out phrases that discourage 
reading: ‘For product designs requir- 
ing molded plastics, Bakelite molding 
materials include a type specifically 
adapted to each service.” Then there’s 
the “from-to” campaign: “From ray- 
on mills to oil wells, Plastics Head- 
supplies Chemical-Resistant 
Materials,” or “From Shavers to Elec- 
tro-Magnets, Plastics Headquarters 
Supplies Many Dielectric Needs.” 


quarters 


And how long could it have taken 
to turn out these brilliant headlines 
on Bonded Wheels and Laminated 
Gears—‘‘Sustained Precision in Inter- 
“Speed and Precision 
Grinding,” “Silent 
with Bakelite 
Laminated Gears,” ‘A Marvel of 
and Precision equipped with 

Laminated Gears,” “For 
Silence in High Speed Machines— 
Bakelite Laminated Gears”? Not aw- 
ful, of course, but certainly not prize- 
deserving. 


nal Grinding,” 
in Centerless 
Power Transmission 
Silence 


Bakelite 


Beetle also shows pictures of prod- 
ucts-from-Beetle; copy is mannerly, 
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The slogan “It’s all 


is neglected in 


almost catalogy. 
color and in all colors” 
the text; so is it such a good slogan? 

A Lumarith ad of Celluloid Corp.’s 
consumes ninety-six words telling 
about versatility before it gets to the 
point about Lumarith’s versatility— 
one more example of the wasted space 


devoted to “getting them into the 


ad.” 

DuPont, the same 
as Bakelite has at hand, 
selling urge that must easily inspire 
a buying urge. It seems to be a mat- 
ter of drama—a girl behind the wheel 
of a car and the head, “Within easy 
reach, the best-looking fittings money 
can buy” “A littk COTTON 
and a little CAMPHOR make you this 
fine fountain pen!” “Now the 
swankiest fasteners are made of Du- 
Pont Plastic Materials.” 

Durez, like the others, presents 
Case Histories—like “The Exploring 
Switch” and “The 1/900 
Ounce Pivot.” While DuPont is 
chiefly concerned with effect upon 
the public and the others are mostly 
excited about versatility, General 
Plastics describes individual manufac- 
turing problems solved by Durez— 
deftly getting across the idea that 
their engineers came through where 
other plastics have failed. This is okay, 
but mightn’t it result in Durez get- 
ting the tough jobs and missing the 
That’s the trouble with un- 
usual case studies. 

Durite advertising is pictorial, and 
certainly suffers in comparison with 
full-of-facts competitors. The Mar- 
blette Corp. wraps the story of its 
Schick Injector Razor job into a neat 
“P ro du ct-Problem-Solution-Result- 
Moral” ad, but like most advertisers 
left “Reason” out of the formula, 
forgetting that “Reason” is the very 
thing you should want the reader to 
retain. 

Synthane’s advertising, once damned 
but now praised by us, includes re- 
“Elevator Gets a Lift from 
containing a description 


using elements 


exhibits a 


Alarm 


gravy? 


cently: 
Synthane,” 
of the properties of insulating mate- 
rials required by elevator manufactur- 
ers and fulfilled by Synthane. Once 
we wondered what Synthane’s charac- 
teristics are—no longer. Could any- 
body be wondering what the charac- 
teristics of your product are? 
Knocks on Wood 

American Lumber and Treating 


Company, over the signature “Wol- 
manized Lumber for Enduring Con- 
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A Lot of Jobs 


Are Covered! 
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“Civil Engineer” covers most of 


the influential men in the varied 
fields of engineering construction. 


civil en- 
Your sales 


You may know these 
gineers by other titles. 
reports may term them bridge build- 
ers, consulting engineers, chief en- 
gineers, contractors, road builders, 
sanitary engineers, water works man- 
agers, etc., etc. But, regardless of 
the titles by which you know them, 
these men are civil engineers. They 
are vitally concerned with all of the 
many phases of civil engineering 
practice. They read CIVIL EN- 
GINEERING—the | one 


published exclusively for them. 


periodical 


Through the pages of this period- 
ical you can cover effectively the 
men who determine the worth-while 
purchases of engineering equipment 
and materials. 


CIVIL 
ENGINEERING 


33 West 39th Street 
New York, N. Y. 
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struction,” puts out an intelligent 


‘here’s-how” campaign, typified by 


such ads as “How to keep floors in 


repair without repair” and “Change 
that old routine of roof repairs—here’s 
the way to slash maintenance cost!” 
Copy is sensible—‘Lumber is the an- 
swer to condensation problems caused 
by high humidity. Wolmanized is 


the answer to the repair problem 
which high humidity creates.” 
Douglas Fir Plywood 


uses testimonial technique—"I some- 


Association 


times wonder how we architects ever 
got along without Douglas Fir Ply- 
wood,” quoting a prominent architect. 
Copy starts off with extension of the 


architect’s remarks, mentioning build- 


ings on which he had used Plywood; 


then a straightforward account of 


Plywood’s advantages, specifications 
and range of uses; attention is called 
to complete data in Sweet’s Cafalog; 
the services of a Technical Division 
are offered, and the ad concludes with 
a square black-on-green panel: “Doug- 
las Fir Plywood—Real Lumber Made 
Larger, Lighter, Split-proof, Strong- 
er.” Rather a model ad, put together 
on a layout pleasing to the archi- 
tect’s critical eye for line. A wooden 
medal, well-deserved, to Carl Cleve- 
land of McCann-Erickson, Inc., Seat- 
tle office, for putting sales-appeal into 
wood. 

Jennison-W right has a campaign in 
which cramped typography ruins 
some mighty facts about the use of 
Kreolite Wood Block Flooring in the 
heavy industries. We believe more 
interesting advertising could be pro- 
duced by highlighting such facts as 
5,682,321 sq. ft. of Kreolite in rail- 
road shops; 6,134,507 sq. ft. in iron 
ind steel mills—potent evidence of 
the serviceability of this flooring. 

Maple Flooring Manufacturers As- 
sociation’ s campaign shows smart tac- 
tics. Approach to architects is 
“There is no more pleasing flooring 


I lard Maple” 


approach to textile mills is ““There is 


than Northern 


no more practical flooring than North- 
ern Hard Maple” 


maintenance magazines is “ ‘Our cli- 


approach in 


ents are very proud of their maple 
floors,” says The W. E. 


Bakery Engineers.” 


Long Co., 
& 


Hey, where are those knocks on 
wood? Wood advertising is good ad- 


vertising. 


Postscript to June 
The enormity of our findings on 


metals advertising caused us to spill 
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ON FUCARD 


over a bit at the end, and just to keep 
the record straight, we'd like to tell 
you about a few advertisers whom we 
couldn’t squeeze into our June piece. 

Titanium Alloy offers an instruc- 
tive treatise which reasonably befits 
what the dictionary terms “a rare 
metal.” The language is somewhat 
from the users’ point of view, yet 
such modifiers as “better,” “marked- 
ly,” “remarkable,” etc., are really 
meaningless and can be safely elimi- 
nated from the copywriter’s vocabu- 
lary. 

U. S. Steel’s Cor-Ten campaign is 
commendable, but we wish it would 
really make something out of the op- 
portunity for a knockout basic sales- 
idea. There’s no necessity for putting 
into such tiny type such invaluable 


More 


“4 to 6 times the re- 


statements as “30% Payload 
Hauled Free,” 
sistance to atmospheric corrosion,” 
greater resistance to abrasion than 
structural steel,” “60° more capacity 
without increasing weight.” We see 
more value in those statements than 
in big pictures of trucks and busses 
and shovels that the reader sees every 
time he looks out his window 
Vanadium Alloys advertising bowls 
us over. Red and gray bleed spreads 
with titles like “All 
Steel” and “Two Steels Sometimes Bet- 
ter Than One.” We think the lay- 


outs are awful—they’re so bold you 


Purpose Tool 


have to get way back in order to see 
them. Give the copy department a 
chance, will you? 

The purpose of Weirton Steel ad- 
vertising is presumably to _ get 
“WEIRITE” into each ad as many 
“The Key to 


times as possible. 


Greater Profits” gets it in nineteen 
times exclusive of the signature and 
device that says 


STEEL 


three 


also of a ribbon 
“WEIRITE — WEIRTON 

CO.—WEIRTON, W. VA.” 
times. “A Steelman’s Steel’ has the 
ribbon only once, but “WEIRITE”’ is 
made into a pattern that consumes 
part or all of twenty-two. “A Name 
That’s as Good as a Bond” has one 
“WEIRITES” 
No wonder 


ribbon, twenty-four 
and parts of seven more. 
it’s known as the advertising “game.” 

Instead of running into the rut of 


Worth Sheared Steel Plate 


shows a photo of a plate being turned 


words, 


over in the inspection department for 
checking of all surfaces another 
of test pieces and a torture machine. 
When terms like “careful inspection” 
get worn out, use pictures. 

And pictures are what Youngs- 
Sheet and Tul 


bleeding pictures of pigs and wheels 


town uses—black, 
and tractors and “America living by 
steel.” Our objection is the choice of 
copy for the media. It seems pecu- 
liar to address men in oil well towns 
with copy like “Without steel you 
would spend your life cooped up in 
some small community.” Or metal 
workers with the daily routine of the 
average white-collar worker . . . or 
electrical contractors with a discussion 


of modern farming. 


Marginalia 

Neat headline of De Vilbiss: “The 
man behind the man behind the gun.” 
(A spray gun.) But the copy sinks 
us. “De Vilbiss service is more than 
The De Vilbiss 
spray expert who calls on you! He 
stuff!” Reads like the 
copy on a breakfast food package. 


words. It’s a man! 


knows his 


Timely slant in a piece of Superior 
Tubing copy: “Like yourselves, prob- 
ably, we have experienced a brief busi- 
ness period which permitted us sufh- 
cient time for further research and 
While the amber light 
was on we put that wasting moment 


development. 


to good advantage and will shortly an- 
nounce a new product.” Headline is 
“Between Red and Green.” 

Industry can probably stand a few 
more (but only a few) of the “initial 
ailments” that have already become 
obnoxious in consumer advertising. 
Oliver Instrument finds that “P.L.” 
(production lag) is as fearsome 
as ““B.O.” 

We always hate to mention ono- 
matopoetic headlines, because it’s so 


hard to spell, but they’re often effec- 


INDUSTRIAL MARKETING, July, 1938 





PRODUCT DEVELOPMENT NEWS 


wy a kor Industrial Marketers and their Advertising Agencie- _ 1938 


- prospects incoenito | PRODUCT DEVELOPMENT BIG FACTOR 
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PRODUCT ENGINEERING 
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4 aBa 
S¥¥UOES OSCLOSE WHAT 

“HIDDEN TAX” ON CONCRETE 


»@ To 


CEMENT CORPORATION 


4° A CU. YO. OY 
WEAPEST ERECTION SCHEOULE 


tive. Benjamin F. Shaw Co., which 
takes on unusual pre-fabrications of 
intricate headers and complicated 
bends, makes its pipe perform the 
tricks in the headline, “Making Pipe 


Do TRICKS.” 


Too bad Cutler-Hammer’s “Twelve 
thousand miles from home” with the 
luxurious full-color illustration (a la 
Travelers Life Insurance) didn’t come 
within our attention during our sur- 
vey of motor control ads. It would 
have been given a higher mark for 
this interesting example of the con- 
fidence Cutler-Hammer has earned in 
far-off places where its controls can’t 
be coddled. 


to be interesting as well as advertis- 


It’s possible, you know, 


ing, and what happened to your prod- 


“s? 
uct in Singapore may win more read- 
ers than what it did in Jersey City. 


That’s just human nature. 


YOUR MONEY'S WORTH 


HOW TO BE SURE OF GETTING 
YOUR MONEY'S WORTH IN CONCRETE 


SAVINGS OF 38) TO 1.49 A CUYD. BY 
TS NEW. LOW-COST ESTIMATING METHOD 





LONE STAR CEMENT CORPORATION 


Lone Star Cement’s “Building Un- 
der Wraps” campaign we've praised 
before; it consists of the time and dol- 
lars facts of winter concreting. ‘‘Self- 
supporting 5 times as fast—saves 
$4,653 on 11-story building” is typi- 
cal. Running in Time, the campaign 
includes the good-will gesture: ‘“Incor 
makes year-around building an eco- 
nomic reality. Labor works steadily— 
more money for 


fewer lay-offs, 


wages.” There’s no pretending that 
there’s no premium on Incor: “After 
deducting Incor’s extra cost, net sav- 


ing was $1.22 a cu. yd.” 


Lone Star’s spring campaign very 
shrewdly sold “time” instead of “‘ce- 
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Ads told about a “hidden 
tax” on concrete that can be elim- 
inated by 
schedule which shows the lowest over- 


ment.” 
“estimating the erection 


all cost of time, forms and cement.” 
Lone Star offers a book, “Cutting 
Concrete Costs,” which shows the 
contractor how to set up various erec- 
tion schedules, then “compare the 
value of the time saved against the 
cost of saving it.” Lone Star is tact- 
ful about the whole thing: “In some 
cases, faster schedules are cheaper; in 
Which 
means that on some jobs Incor 24- 
Hour Cement, which is self-support- 
ing in one-fifth the usual time, gives 


others, the reverse is true. 


you maximum economies; on others, 
Lone Star Cement is the better buy.” 


Not only is the campaign a corker, 
but the 
knockouts. One showing the cover of 
the book, headlines “Net Savings of 
38c to $1.49 a cu. yd. of Concrete. 


individual ads are often 


New book outlines simple method of 
cutting costs”; two construction jobs 
are described: ‘“‘on the rush job, the 
contractor saved $1.45 a cu. yd. of 
concrete, on the job that wasn’t in a 
hurry, the saving was $1.49 a cu. yd. 
Simply because, in each instance, the 
contractor selected the erection sched- 
ule which showed the lowest overall 
cost of time, forms and cement.” 
Conception and execution, a job 
that deserves plenty of praise 

Mr. McGraw, one A-l plaudit 
for H. W. Dengler, of Cowan & 
Dengler, Inc., New York agency, 
who, we hope, has nothing to do with 
the Lone Star campaign in the oil 
papers (a dog, pointer variety, il- 
lustrates the headline, “Point to re- 
member about workover jobs’; a ball 


player illustrates “Pick a Winner!”) 

Boo-of-the-Month to Proctor & 
Schwartz for permitting its advertis- 
ing talent to become so incompetent 
of writing a stopper that it has to ask 
the art department for a pair of legs 
—“That Proctor & Schwartz Exhibit 
Opened My Eyes!” 

Boost-of-the-Month to ad man 
George J. Callos who is respon- 
sible for the change in Allis- 
Chalmers advertising, which now 
shows signs of vitality. Walloping 
big headlines start the copy off with 
vigor—facts like “City Saves $38,- 
000” and ideas like “15° Tax for 
Using Old Pumps” make A-C readable 
to us and probably more valuable to 
A-C sales. 

THe Copy CHASERS. 


the Voltage 
of YOUR Advertising? 


Voltage is power — the electro- 
motive force that causes current to 
flow through the circuit against the 
resistance. In advertising, it's the 
selling force — the power of ideas 
and copy that overcomes sales re- 
sistance and produces results. 


And the fundamental law of the 
electric circuit — the old familiar 
I= = relationship — says that for 
a given resistance, the amount of 
current is directly proportional to 
the voltage. Equally true is the fact, 
that results from advertising are di- 
rectly proportional to the selling 
power of the ideas and copy. 
Hence, the need for putting the ut- 
most selling power into every bit of 
advertising you do. 


WE CAN HELP YOU GENERATE 
HIGHER ADVERTISING VOLTAGE 


— especially if you're selling to the 
electrical, power plant, machine tool 
or kindred fields — We know these 
fields intimately — their language, 
their problems, their buying habits. 
It's that knowledge, plus our engi- 
neering and selling background, 
that enables us to put selling power 
into industrial copy — and make 
even limited space surprisingly 
effective. 


PETERSON & KEMPNER, INC., 


a bona fide industrial advertising 
agency is ready to work with you to 
any extent desired, from the making 
of a single technical illustration (in 
which we excel) to the handling of 
your entire advertising campaign— 
publication space, direct mail, 
catalogs, folders, sales manuals, 
handbooks, etc. No time contracts 
or other binding conditions — and 
certainly no obligation involved in 
discussing the matter. One of our 
principals will be glad to call at 
your convenience. Write us. 


Peterson & Kempner Inc. 
Industrial Advertising 


421 Seventh Avenue 
New York City 








ADVERTISING VOLUME FOR JUNE ISSUES OF INDUSTRIAL, TRADE AND CLASS 
PAPERS, AND SIX MONTHS’ TOTALS 


Unless otherwise noted, all publications are monthlies. 


Pages 


Pages 


June issues First six months 


Pages Pages 
June issues First six months 


1938 1937 1938 1937 1938 1937 1938 1937 
Industrial Group Product Engineering ...... 60 80 450 481 
American Builder & Building Railway Age (w)......... 137 174 999 1,136 
i: civetebstennenwh es 69 100 445 591 Railway Purchases & Stores. 45 *112 310 400 
American Machinist (bi-w). 339 380 1,472 1,564 Refiner & Natural Gasoline 
Architectural Forum ...... 64 138 542 755 Manufacturer .......... 67 104 536 506 
Architectural Record ..... 79 66 476 411 Roads & Streets.......... 50 62 317 362 
Automotive Industries (w). 72 88 540 658 ROCK PrOGUGls .cccccccess +60 +72 7382 +472 
Bakers’ Helper (bi-w)..... 97 99 684 #705 Southern Power Journal.... 35 50 223 275 
Brick & Clay Record...... +17 21 +124 +154 Dt Mi! .ctenaiee ow cnc 148 202 1.184 1.440 
Bus Transportation ....... 101 114 477 505 Telephone Engineer ...... 23 21 187 164 
Ceramic Industry ......... 733 45 7263 +301 Telephony (W) ....+++e+. 768 +70 +564 7468 
Chemical & Metallurgical cc. ) See 99 191 690 999 
Engineering ........... +128 +180 4935 +1.108 Water Works & Sewerage. . 32 31 213 268 
Civil Engineering ........ 18 24 108 142 Water Works Engineering 
e 53 82 426 549 (Pe ree 60 62 403 426 
Confectioners Journal ..... 40 43 227 237 Welding Engineer ........ 22 24 142 158 
Construction Methods and Western Construction News 75 86 415 498 
Equipment ............ 62 oh) 411 467 The Wood-Worker ....... 35 42 196 236 
SD cadsstesweeseeese 78 19 574 735 2 A a ste 
Diesel Progress .......... 32 34 182 199 pc 3. Sree 5,904 7,113 37,024 41,506 
Electric Light & Power.... 88 10 37] 384 Trade Group 
Electrical South .......... 23 37 217 212 American Artisan ........ 42 59 354 418 
Electrical West .......... #5} *65 261 268 American Druggist ....... 57 82 430 569 
Electrical World (bi-w)... *70] 156 1.045 1.122 American Exporter ....... 162 167 1,442 1,276 
Engineering & Mining Jou: , Automobile Topics (w).... 19 40 152 223 
WP deddudcnd oedema 77 91 456 499 Automobile Trade Journal. . 23 3 187 213 
Engineering News-Record Boot & Shoe Recorder (w) 106 130 845 966 
EMD s6000c0ucednee sae’ 254 284 1,228 1.380 Building Supply News..... 22 34 237 224 
Factory Management & Main Commercial Car Journal.... 56 86 398 509 
tenance ......... eT 105 168 777 1.005 Domestic Engineering...... 57 86 393 537 
Food Industries ...... cad 53 90 369 494 Farm Implement News (bi-w) "66 59 433 471 
Mn. dabidacuseuva wed Gs ; 33 45 242 285 Hardware Age (bi-w)..... 107 111 793 958 
Heating, Piping & Air Cor Jewelers’ Circular—The Key- 
TERS AGE 58 3 442 510 DORE wcccedkes<cesisscn 45 67 371 487 
Heating & Ventilating Mag Mida’s Criterion ......... 20 37 146 232 
ME naske keen secen-nee 29 41 238 276 BOE ccccdvnsctucsvs ons 72 91 459 577 
Industrial Power ..... ce 50 74 346 465 Motor Age ...ccccccsece 32 41 196 237 
The Iron Age (w)........ 17310 +347 42.078 +2.368 Motor World Wholesale... 50 40 325 227 
Machine Design ....... ‘a 56 63 351 373 National Grocers Bulletin. . 48 58 245 270 
0 eee 129 163 934 1,012 Plumbing & Heating Trade 
Manufacturers Record ..... 4] 61 277 257 SEE cn dvvsicseocenswe 47 56 297 399 
Marine Engineering & Ship ” Southern Automotive Jour- 
ping Review .......... ca 42 56 297 299 WEE se csasvesdvcaséuen 34 41 257 308 
Mass Transportation ...... 13 13 100 "83 Southern Hardware....... 28 3 327 376 
Metal Industry ........... 40 55 223 147 Sporting Goods Journal.... 16 11 144 219 
Metal Progress ........... 60 80 39] 43] —_- — - —_—— 
Metals & Allovs.......... 43 54 185 36 | a ee 1,109 1,366 8,431 9,698 
Mill & Factory........... *337 126 965 863 Class Group 
Mill Supplies ....... vee 87 125 590 722 Advertising Age (w)...... 3 114 511 777 
Modern Machine Shop.... 140 190 1,008 1,120 American Funeral Director. 51 67 339 371 
National Petroleum News(w) 128 182 697 839 American Restaurant ...... 51 57 341 351 
National Provisioner (w).. 91 118 627 706 Hospital Management ..... +9 721 783 +124 
Oil & Gas Journal (w).... ¢§£240 +*291 41,763 1,72 Hotel Management ....... 50 69 356 446 
Oil Weekly (w)....... - 172 249 1,381 1,305 Modern Hospital ......... 81 85 487 540 
The Paper Industry and Pa Modern Medicine ......-. 59 63 372 391 
_per World ......+..55. 56 3 401 440 Nation’s Schools ........- 29 35 196 228 
The Paper Mill (w)....... 71030 F125) F560 F591 Oral Hygiene ........... 95 111 638 33 
Paper Trade Journal (w)...+§{*139 6 761 816 Trafhe World (w).....ee- 56 71 388 462 
PUMCN POMS occcccccss 42 45 220 274 a ‘ alienate 
we errr re +48 7 $373 +443 pig) Serer ee 534 693 3,711 4,323 
Nt ta ele el 168 195 945 1.052 . 
Power Plant Engineering... 61 85 439 531 *Includes special issue. +Includes classified advertising. §Last 
DE <5 dkvceeeuceedean 38 47 269 322 issue estimated. tFive issues. {Three issues 


Industrial Papers Check Losses 


@ THE bottom of the decline for 
advertising volume in industrial pa- 
pers seems to have been reached in 


May issues as business in June issues 
bounded up to —16.9 per cent from 
the low of —19.63 per cent in May, 
contrasted with the 1937 months. 
Industrial papers, compared with other 
media, have shown strength right 


34 


along and closed the first half of the 
year with a loss in business of only 
10.8 per cent against the first six 
months of last year, when they were 
up 22.39 per cent over the 1936 half. 

The trade paper group likewise has 
improved its current position with 
June issues showing a drop of only 
18.82 per cent against last year’s is- 











sues, whereas the May decline reached 
22.86 per cent. For the first six- 
month period the trade group regis- 
tered a loss of 13.07 per cent com- 
pared with the 1937 period. 

Ten papers in the class division 
continued on the downward trend 
and reported a decrease of 22.95 per 
cent for June issues. Volume for the 
first half of the year was 14.16 per 
cent below that reported for the six- 
month period of 1937. 
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[CONTINUED FROM Pace 15] 


Truscon Steel 


presentation. The films are exhibited 
by members of the sales staff 
wherever desired, using projectors 
rented in the territory. 

Truscon avails itself of the oppor- 
tunity to show its products at indus- 
trial and trade shows kindred to its 
principal markets. Here specialized 
products are exhibited and their appli- 
cations demonstrated. In addition, the 
company will assist its dealers with 
local home shows to the extent of 
planning their exhibits and supplying 
display material if necessary, but does 
not share the cost of the showing. 

The advertising department per- 
forms another service for the sales de- 
partment in handling all details in 
connection with the annual general 
sales meeting at Youngstown, from 
planning of program to staging the 
final banquet and entertainment with 
a de luxe souvenir program produced 
by its own printing department, and 
a complete mimeographed volume of 
the proceedings which usually runs to 
a thickness of two inches. In plan- 
ning the business part of the meeting 
each department head is given as much 
time as he needs to present his mate- 
rial and conduct discussion. 

In handling the men at the annual 
sales meeting, the procedure has been 
to take care of all details regarding 
hotel accommodations in advance and 
issue to each man a book of specially 
printed tickets good for meals and 
other accommodations and _ services 
which they use instead of cash. At 
the end of the meeting, the company 
settles with the hotel on the basis 
of the number of tickets they have 
collected. This system avoids a great 
deal of confusion and frees the men 
of all details. 

Thus it may be seen that the ad- 
vertising department of Truscon Steel 
Company actually functions in a man- 
ner which has put across the idea 
throughout the company that it is 
“your advertising department,” ready 
to serve in any reasonable manner to 
promote the company’s best interests 
either inside or outside the organiza- 
tion. And with this unselfish spirit 
guiding its activities, it has obtained 
the degree of universal coéperation 
and understanding that makes work- 
ing a pleasure and the success of effort 
a certainty. 
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The spirit of pioneering, usefulness 
and leadership which has characterized 
Truscon Steel Company since it was 
founded by Julius Kahn, and assured 
its success from the start, also is 
manifested in the intra-industry ac- 
tivities of many of its executives. 
Besides doing their own job _ for 
Truscon, the management feels that 
each executive should do what he can 
along the lines of industry relations 
for the benefit and progress of the in- 
dustry and as a broadening influence 
individually. 

In this respect it is noteworthy that 
Kenneth D. Mann, executive vice- 
president, is president of the Concrete 
Reinforcing Steel Institute; George 
F, Bateson, manager of sales, Steel 
Joist Division, is serving his second 
term as president of the Steel Joist 
Institute; Donald D. Connors, mana- 
ger of sales, Metal Lath Division, is 
president of the Metal Lath Manu- 
facturers Association, and Richard P. 
Dodds, manager, advertising and sales 
promotion, is vice-president, National 
Industrial Advertisers Association, 
chairman of the advertising managers 
committee, Steel Joist Institute and the 
Metal Lath Manufacturers Association 





Such unsparing of effort to con- 
tribute to the advancement and wel- 
fare of the industry and professions 
they serve is the spirit which has made 
Truscon one of the most successful 
and outstanding industrial marketing 
organizations in the world. 





Conybeare Dies Suddenly 


S. E. Conybeare, 53, general manager 
of the Armstrong Cork Company's indus- 
trial division, Lancaster, Pa., died sud- 
denly June 2. 

Mr. Conybeare joined Armstrong Cork 
Company in 1915, when its headquarters 
were situated in Pittsburgh. He held sev- 
eral executive positions, including that of 
advertising manager, and during his ten- 
ure was elected president of the Associa- 
tion of National Advertisers. 

F. E. Stevens, assistant general manager 
of the industrial division, has been ap- 
pointed to replace Mr. Conybeare as gen- 
eral manager. Mr. Stevens joined Arm- 
strong in 1912 and served as assistant gen- 
eral manager since the formation of the 
industrial division in 1932. 

The textile and shoe products division 
have recently been consolidated with the 
industrial division. 


Byers Appoints K M & G 


A. M. Byers Company, Pittsburgh, has 
placed its advertising account with 
Ketchum, MacLeod and Grove, Inc., Pitts- 
burgh, to become effective Aug. 1. Busi- 
ness papers and direct mail will be used. 








Let’s 





Go! 











When the business signal 
flashes, be ready to “step on 
the gas” and get a head start 
over competition. A vigor- 
ous advertising campaign be- 
gun now will carry you along 
with the uptrend and give 
you the first opportunity to 
profit by the surge of new 
buying. 


You can reach your market 
quickly, directly and com- 
pletely through the pages of 


fastest-growing paper in the 


PitT AND 





y — Largest net paid pro- é ‘ , 
PIT AND QUARRY —the ducer circulation in signal in the pit and 
the field. Write for a 
a survey of your market 
non-metallic minerals field. —free on request. 


WPA REQUESTS BIDS 
TOTALING. $1 2,000,000] 


Washington, June 25.—(A)—The 
Works Progress Administration 
asked bids today on an estimated 
$12,000,000 worth of cement, asphalt, 
sand, gravel and crushed stone. Ad-| 
ministrator Harry L. Hopkins said 
it would be one of the largest ma- 
terial and equipment purchases ever 
‘nade by WPA. Bids will be opened | 
June 29. Delivery will be required 
during thé next six months. 


This news item from the 
daily press is the “go” 

















quarry field. Be wise and 
start your advertising at 
once in Pit and Quarry. 


QUARRY 


907 Rand McNally Bldg., Chicago 































[CONTINUED FROM Pace 17] 


Direct Advertising 


prospect. Repetition, we urge, 1s 
advertising and SELLING’S great- 
est strength. 

The proprietor of the Greenwood 
Cash Store, Greenwood, Fla., would 
never let the salesman bring his sample 
in to demonstrate. Yet every time he 
went there the salesman sent this 
name to us for advertising. One day 
they signed and mailed an inquiry 
card. The salesman called and sold 
them in twenty minutes. The adver- 
tising had to sell this fellow—there 
was no other way—no advertising— 
no sale. So direct advertising is 
crashing doors closed to us until, they 
open to us. 

A small business in a Southern state 
didn’t look good enough to the sales- 
man. He passed it by—but direct 
advertising did not. The inquiry 
mailed in resulted not only in a 
double-barrelled immediate sale, but in 
repeat business. 

Is there any wonder I refer to di- 
rect advertising as doing startling 
jobs of unvarnished pump priming? 

It does the ordinarily expected job 
of working with the salesman to fan 
the flame of warmth he has created 
and call him back to get the contracts 
—but it also— 

PROTECTS HIM against the 
hopelessness of working alone; 

SPOTS THE CREAM opportuni- 
ties for sales; 

SEGREGATES A PART OF 
HIS TERRITORY for planned, 
inexpensive selling where he has 
reason to believe the best possi- 
bilities lie. 

LEADS HIM into unbeaten paths; 

FORCES HIM out of the rut of 
mis-called least resistance mar- 
kets, glutted with order-hoping 
misfits in the sales field; 

SHOWS HIM that “Looks don’t 
count,” and that if he ignores 
appearances he finds business. 

ENLISTS the powers of frequent 
repetition to smash barriers he 
cannot even dent. 

With a parting shot, we'll pass up 
the salesman and look at the advertis- 
ing itself, frankly. The parting shot 
is real. These broadsides, folders 
large and small, blotters and the like, 
which are designed for places in the 
advance and follow-up campaigns are 


subject at all times to requisition by 
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Where full size samples are too bulky 
and unwieldy, miniatures serve a dual 
purpose of showing the product in a 
fascinating way and focusing atten- 
tion of the buyer on it while listening 
to the sales story. This coat pocket 
sample of a lighting fixture which op- 
erates with a self-contained battery 
is housed in a rich black Durez plastic 
case which emphasizes the whiteness 
of the reflector and the chromium 
plating of the fixture manufactured 
by F. W. Wakefield Brass Company 


the salesman, to be carried and left 
where they fit a particular need, or 
where the party called on is away at 
the time of call. 

The able salesman studies his fold- 
ers, knows what is in them, and picks 
out one or two of the current issue to 
use as an introductory presentation. 
He finds the folders talk the product 
as he has been instructed to talk it 
and he is reminded to use stronger, 
more direct language from the ad- 
vertising instead of the weaker gen- 
eralities which too often slip from a 
salesman’s tongue. 

Frank Eagan, a wholesaler in auto 
supplies and parts in Hewitt, Long 
Island, was always out when the 
salesman called. A couple of appro- 
priate blotters were left on the desk 
one day. They carried the rubber 
stamped name, address, and phone 
number of the salesman. 

The next day Eagan phoned him. 
The dealer was interested in the prod- 
ucts of another company but wanted 
to know, as a result of seeing the 
blotters, what it was we had to offer. 
The salesman closed a contract at 
once—a contract he would never have 
had a chance at, had he not left the 
blotters ——a__ performance __ repeated 
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throughout the country week in and 
week out. 

Do you ask what’s in these direct 
advertising pieces? For close to twen- 
ty years we've been attending adver- 
tising conventions, off and on, most- 
ly direct mail gatherings, to keep our 
feet on the ground and keep posted as 
to what should be in them, to see what 
you and you and you are using effec- 
tively. As a result we use copy and 
art work and color, as fundamentally 
simple as we can make it. 

The copy is not such a problem. We 
follow the formula mentioned—pres- 
entation of the idea behind our prod- 
ucts, the need for the idea, finally 
the facts which show that the prod- 
ucts fill the need. 

We've done two things as far back 
as my associates and myself can re- 
member. We've gathered tested sell- 
ing sentences from the practical sell- 
ing talks of our successful salesmen, 
have fed them to our sales organiza- 
tion and used them in our advertis- 
ing copy. Elmer Wheeler’s book, 
“Tested Sentences That Sell,” sent 
me directly into our files of 1932, 
when the business pump needed a lit- 
tle hot water to offset the business 
freeze, to find a series of sales pro- 
motion letters to our sales organiza- 
tion under the heading, “Tested Sell- 
ing Sentences.” They covered a gath- 
ering process of several years and were 
specifically adapted to the complete 
line of products. Many of them were 
fitted bodily into the direct advertis- 
ing copy. During the present busi- 
ness cold snap an up-to-date version 
in another form has found its way 
into sales presentations and direct ad- 
vertising. 

Our pictures—whether by camera, 
paint brush or crayon, must have 
purpose. They must get attention and 
tell a sales story. 

Yes, gentlemen, we aim to prime 
the pump with simplicity—with a 
daring to be simple, with something 
we believe will be believed. And as 
long as our customers write us that 
we do not claim enough for what we 
sell them, we know that our feet are 
close to the ground. 





Goin Named Sales Manager 
Newbold C. Goin has been appointed 


sales manager of the Westinghouse Elec 
tric & Manufacturing Company's gearing 
division, Nuttall Works, Pittsburgh, suc- 
ceeding L. R. Botsai, who was recently 
transferred to the sales managership of 
the company’s small motor division at 
Lima, O 























IN 





ROBLEMS 
INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





How to Manage on a 
Smaller Appropriation 


Management has the old axe out 
again—shall I take what’s left of my 
publication appropriation and concen- 
trate it on pages in primary mediums 
or use smaller space to stay in my 
complete list? My product would be 
classified as durable plant equipment 
which will come in for heavy buying 
once things open up again. 

ADVERTISING MANAGER. 

When one is called upon to operate 

on a smaller budget, it is of course 


necessary to scrutinize every item of 
expense and cut off everything but 
the may 


be possible for you to cut a few of 


essentials. For instance, it 
the magazines in the secondary mar- 
off list—but 
speaking 
if necessary to stay in all of the mag- 


kets your generally 


we would urge smaller space 


azines if possible. 


If your larger competitors are 
maintaining their schedule and the 
magazine editorials are doing their 


part toward developing continued in- 
terest in your industry, you will prob- 
ably be able to cash in on the com- 
bined effort to a greater extent than 
based on the 
amount of money you are spending. 
pay along with the 
others when inquiries are being called 
have at 


you have any right to, 


It does to be in 


for—it is dangerous not to 
least some representation even though 
small. 
Before accepting too great a re- 
it might be 


management a 


duction in your budget, 
wdéll for you to give 
graphic illustration of what compe- 
tition is doing, indicating how impor- 
tant it is for you to meet competi- 
This often will turn the tide 


ind help you maintain your appropri- 


tion, 


tion. 


Establishing 
Catalog Preference 


What can I do to promote the use 
of my catalog instead of com petitors’ 
prospect is thinking about 
goods such as we manufac- 


ld ey 1 a 
uyINg 
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ture? We use prefiled catalog serv- 
ices, but there is none for the particu- 
lar industry 1 have in mind. 


ADVERTISING MANAGER. 


If there is no prefiled catalog serv- 
ice for the industry you mention—if 
your catalog has to be kept and re- 
ferred to by cus- 
tomer on its own merits—there are a 
number of features that you may in- 
clude to help secure preference. 

1. Size—pocket, desk or letter head 
depending upon habits of the indus- 
try. 

2. Spiral ring 


your prospective 


binding so the cata- 
log will lay flat. 

Thumb indexing for quick ref- 
erence. 

4. Complete, original data tables to 
save customers’ time in the selection 
and use of equipment in your line. 

By making their catalog a standard 
for the industry, many manufacturers 
have assured its continued use, while 
competitors’ catalogs have been filed 
away for reference. 


Getting Customers to 
Question Salesmen 

We have a couple very special fea- 
tures about our equipment which the 
sales force has been stressing, and I 
have been wondering if it wouldn’t be 
a good stunt to codperate with our 
salesmen by pre-arrangement in send- 
ing a telegram to the men they will 
call on each day asking the prospect 
to be sure to ask our salesman for de- 
tails about these features. 

Do you think this would be worth 
while and be effective in emphasizing 
the im portance of these features? 

SALES PROMOTION MANAGER. 

We believe your idea of sending a 
telegram, or even a letter, to prospec- 
tive customers asking them to inquire 
fea- 
very 


of your salesmen about certain 
tures of your equipment is a 
good idea. Of course the recipients 
will understand that you are develop- 
However, 


ing an advertising stunt. 


if you handle the situation in a nice 


way without over-pressing, you should 











TIME... 


TO SELL THE 
COAL MAN 


Summer months al- 
low the coal man 
time to plan. . . for 
coming seasonal ac- 
tivities. 


Summer is an ideal 
time to sell the coal 
man any equipment 
to improve his prod- 
uct or improve its 


selling and handling. 
Do it expeditiously 





NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bidg. 


For more than 50 years the lead- 
ing journal of the coal industry 
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PUT AHO 
INAT 


® Whatever your selling 
program is, it will be more effec- 
tive for the hooks we can help 
you put in it. Let us tell you of 
the new points just a little 
sharper — the hooks — we have 
developed for our present clien- 
tele — over a score of conserva- 
tive manufacturers selling na- 
tionally and inter-nationally. Tell 
your secretary to arrange an 
appointment between us. 


EVANS 


ASSOCIATES, INC 


225 NORTH MICHIGAN AVE 
e CHICAGO *»° 


ADVERTISING e SALES PROMOTION 
MARKETING @ MANAGEMENT 



























Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Railroads Adopting Much 
New Work Equipment 


@ AN outstanding development in 
railway maintenance today is the trend 
toward the use of mechanized equip- 
ment for work on roadway, track, 
bridges, buildings and other struc- 
tures. In 1937 alone, railway pur- 
chases of such equipment aggregated 
well over $5,000,000, representing not 
only an increase in the number of 
units purchased, but extensive diversi- 
fication as well. In fact, more than 
one hundred different types of equip- 
ment for a wide variety of mainte- 
nance operations were purchased last 
year, ranging in size from pile driv- 
ers, locomotive cranes, tractors and 
motor trucks to portable power-driven 
tools, such as drills, wood borers, saws 
and wrenches. 

The favorable attitude toward work 
equipment and the resulting expansion 
of its use is indicated by the large 
number of small tools purchased for 
expediting the work of the individual, 
such as timber borers, clay diggers, 
chippers, scratch brushes, drills, pick 
hammers, paint spraying outfits, saws, 
etc. Another trend is toward the 
adoption of off-track crawler-mount- 
ed equipment in place of work-train 
equipment. 

Despite the marked growth that 
has already occurred in the use of 
mechanized equipment, no railroad as 
yet has all of the work equipment it 
needs. Moreover, the adoption of 
power machines has been somewhat 
concentrated, and there still remains 


be able to prepare the prospect for 
the salesman’s call—get him think- 
ing about the questions you have re- 
quested him to ask and thus aid the 


salesman in closing the sale. 


Visibility vs. 
Good Advertisements 


Our general management is not as 
enthusiastic as I should like to have 
them on advertising and they insist 
upon pages opposite reading matter or 
advertisements on the same page with 
reading matter. This is not always 
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a large field in which the use of 
work equipment has not yet been de- 
veloped. Another factor contributing 
to an increase in purchases is the be- 
ginning of a cycle of replacement, due 
to obsolescence and wear and tear. 

Much of the progress toward better 
and more economical railway mainte- 
mance practice during recent years 
can be traced directly toward the use 
of work equipment. Today, with the 
demand for economy, speed and bet- 
ter workmanship more insistent than 
ever, indications point to an increas- 
ing future railway demand for work 
equipment.—ELMER T. Howson, 
Editor, Railway Engineering and 
Maintenance. 


New Opportunities 
In Field of Heating 
@ INCOMPLETE surveys of | sales 
of heating equipment in new houses 
for the fall of 1937, winter of 1937- 
38 and this spring, indicate that the 
preference for forced warm air sys- 
tems as compared with gravity warm 
air systems is still increasing. The 
ratio now is probably forty forced 
warm air systems for every sixty 
gravity warm air systems. Five years 
ago (1933) the ratio was twenty 
forced air’ systems for every eighty 
gravity systems. Some manufactur- 
ers report as high as sixty per cent of 
their production now on forced warm 
air units. 

This preference is taken by the 
warm air heating industry to mean 






that the home building public likes 
and wants the advantages provided by 
forced air heating. These advantages 
are mechanical circulation of air un- 


der automatic control; air cleaning by 
the use of filters; smaller heating ap- 
paratus; rectangular pipe work con- 
cealed or placed above the head and 
completely unobstructing; some de- 
gree of summer cooling obtained by 
circulating cool night air through the 
rooms. 

The same incomplete reports show 
that for every forced warm air sys- 
tem sold to the builder of a new 
house, another conversion fan-filter 
unit was sold to the owner of an ex- 
isting house having a gravity warm 
air furnace. 

The industry is now turning seri- 
ous attention to the development and 
manufacture of warm air furnaces 
especially designed for the limitations 
of the so-called “low cost house” now 
being so widely publicized. Particu- 
lar attention is being paid to design 
characteristics which permit of the 
unit being placed in the corner of the 
kitchen, in a small service room, a 
corner of the garage, under the stairs, 
etc. 

For houses without basements, me- 
chanical circulation of the heating air 
is practically essential. Absence of 
noise is also necessary. Design prog- 
ress has now reached the point where 
a number of units offered are so com- 
pact that a broom closet is large 
enough for their housing. 

Under the impetus of the revived 
Federal Housing Act covering both 
new construction and remodeling, but 
laying emphasis on the type of house 
which can be built for $2,500 to 
$6,000, this equipment for low-cost 
houses may register startling advances 
in sales this year—J. D. Wiper, 
Editor, American Artisan. 





possible to secure. Have you an an- 
swer to my problem? 
ADVERTISING MANAGER. 

Your management is probably right 
in preferring advertisements opposite 
or on pages with editorial matter. 
However, unless you are carrying 
regular contracts, a space of this kind 
sometimes is dificult to secure. Un- 
fortunately for the industry, but more 
fortunate for you, more preferred po- 
sitions seem to be available now than 
in 1937, so you may have an ideal 
opportunity to improve your situa- 
tion along this line. 





It seems, however, that many men 
place more emphasis on position than 
they do on good advertisements. The 
really smart, effective advertisement 
in a good publication will be read in 
any reasonable position while the best 
position cannot help a dead, uninter- 
esting advertisement. 





Prutzman Joins Larchar-Horton 


Darrell Prutzman, formerly an executive 
of Rickard & Co., has joined the Larchar- 
Horton Company, Providence, R. I., as 
director of marketing on the plan board. 
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ilestones 


in Publishing 


Perhaps the most comprehensive and 
sane attempt to find the answer to how 
business activity may be re-established to 
the 1929 level of production and consump- 
tion is reflected in the 574-page June issue 
of Mill & Factory, presenting a case study 
“in the production of value.” <A year's 
research and study was devoted to gather- 
ing material for the treatise which is based 
on a study of all operations and produc- 
tion methods used in seventy-nine plants 
of the General Motors Corporation. 

The story presented is that modern in- 
dustrial methods create not only physical 
and financial products, but a substantial 
and important group of benefits. 
Facts and figures developed in the study 
are given to support this deduction. To 
bring industry back to the 1929 level, it 
is shown that the durable goods industry 
will have to produce at the rate of thirty- 
three billion dollars annually from 1937 
to 1941. 

Approaching the gigantic task of sifting 
the answer to business’ great problem from 
a greatly confused public opinion, the pub- 
lication proceeded by setting up a number 
of important questions pertaining to busi- 
ness economics, rather than politics, and 
finding answers to them through the study 
of the General Motors’ plants operations. 
The story is developed step by step by 
taking every type of raw material and sup- 
plies used in producing the varied line of 
General Motors products and showing 
how the annual consumption of these 
products by the corporation affects the 
social aspect of those industries. The 
story is profusely illustrated and includes 
a number of folding maps, charts and fac- 
tory layouts. 

So complete and uncolored is this case 
study of the century's most baffling prob- 
lem, that it is to be reprinted in book form 
by the Atlantic Monthly Company under 
the title of “The American Economy.” 

Mill & Factory pioneered the case study 
treatment of industrial production two 
years ago with a 640-page issue devoted 
to the Ford Motor Company, and carrying 
377 pages of advertising. Other similar 
editorial works have been published since 
then. The June issue carried 337 pages 
of advertising and places the publication's 
total advertising for the first six months 
yf 1938 at 965 pages, as compared to 863 
pages for the initial half of 1937 

* 

Broadening its efforts to key the edi- 
torial contents of its twenty-five business 
papers to readers’ interests, McGraw-Hill 
Publishing Company, Inc., has appointed 
R. O. Eastman as director of editorial re- 
search. Mr. Eastman will serve the edi- 
tors of all McGraw-Hill publications by 
conducting continuous among 
readers to define more exactly their inter- 
ests and requirements. 

In accepting the position, Mr. Eastman 
has abandoned his private professional re- 
search practice which he started seventeen 
years ago. He established the first research 
department of an advertising agency and 
also conducted the first comprehensive sur- 
vey of industrial buying practices and the 
first study of magazine duplication. He is 
the author of a text book on marketing 








social 


research 
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used by the Alexander Hamilton Institute 
and has written extensively for many pub- 
lications. 

* 

Equipment Digest Publishing Company, 
Cleveland, has been incorporated to take 
over the assets and continue publication of 
New Equipment Digest, following its pur- 
chase by Penton Publishing Company. 
Officers of the new company are: George 
O. Hays, president; J. R. Dawley, vice- 
president; E. L. Werner, secretary; and 
E. L. Shaner, treasurer. 

The first issue of the publication since 
change in ownership made its appearance 
last month with many improvements in 
typography and general appearance. 

o 


Effective with the 1938-39 edition, the 
A. S. M. E. Mechanical Catalog will re- 
establish the complete directory of manu- 
facturers of mechanical equipment and 
engineering materials which featured the 
book prior to 1932. So that the book will 
be of utmost service to its users, all re- 
sponsible first-hand manufacturers of such 
equipment and materials will be included 
under every suitable heading. 

e 

Institutional Publications, Inc., Chicago, 
which has published Hospital Management 
for the last three years, has discontinued 
operations and the publication returned to 
its founders. G. D. Crain, Jr., is president 
of Hospital Management, Inc., which as- 
sumed publication of the twenty-two-year- 
old magazine with the June issue. Kenneth 
C. Crain, who has been Eastern manager 
of Advertising Age, has returned to 
Hospital Management as vice-president 
and advertising manager, with headquar- 
ters in New York. ? 

& 

Candy Packaging has been launched by 
The Manufacturing Confectioner as a 
quarterly which will consist of reprints 
from the “Candy Packaging” section of 
the monthly. Circulation will be con- 
trolled and by third class mail to permit 
inserts of sample materials. 

7. 

Electrical Manufacturing has announced 
its fourth annual product design contest. 
The contest is open to anyone engaged in 
the design, engineering or manufacturing 
of electrically operated machines, appli- 
ances and equipment. The competition 
closes Aug. 15. Cash awards total $1,000 
Five prize-winning manuscripts recounting 
details of product development will be 
published in the October product design 
number of the publication. 

% 
National Sheet Metal Contractor and 


Rated Contractor's Buying © Selling 
Guide, through an Achievement Award 


Foundation, have inaugurated the presen- 
tation of a silver cup every other year to 
an outstanding personage in the warm air 
heating, air conditioning, sheet metal and 
roofing industries 

The first award was presented to W. L 
Rybolt, immediate past president of the 
National Warm Air Heating and Air Con- 
ditioning Association, by Etta Cohn, pub- 
lisher of the publications, at the Mid Year 
Convention of the National Warm Air 
Heating and Air Conditioning Association 
at Milwaukee, June 14. 

e 

The first issue of National Plumbing & 
Heating Supply News was _ published 
June 1 by Theodore Feinstein, Boston. 
The paper is the official publication of the 
National Supply Association of America, 
Inc 
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MEAT PACKING 
NATION'S [ST INDUSTRY 





Bright spot among 
industrial markets! 


The Meat Packer is your best sales pros- 
pect! Whether you sell electrical, me- 
chanical or hydraulic equipment—whether 
it is used for production, handling or 
control—the meat packing field is your 
best in-the-market field to cover. 


The meat industry, with production unaf- 
fected by business conditions or other 
factors, is buying yours or a competitors’ 
product every day of the year. Find out 
now where you fit into the field. 


This industry—greatest in the country—is 
covered effectively by only one publica- 
tion—THE NATIONAL PROVISIONER. 
Get the details! 


@ Mi 
Provisioner 


407 S. Dearborn St., Chicago, Ill. 























@ Each issue of CAMS features 
the story of an “Industrial Optimist”’ 
whose resourcefulness in advertis- 
ing, merchandising and selling his 
product has brought success in spite 
of conditions. 

CAMS is sent, without obligation, 
to any interested executive. Your copy 


awaits your request. 


SPENCER W. CURTISS, INC 


f 
’ Averlisine 
“<8 ¢ 4 


CIRCLE TOWER, INDIANAPOLIS 
































Find "20 Reasons” 
Article Useful 


To THE 


Eprror: I am planning to 
make good use of your lead article, 
‘20 Reasons for Advertising During 
It is just the kind of 


I need at this time. 
E. B. BossarrT, 


Advertising Manager, Bailey 
Meter 


a Depression.” 


material that 


Company, Cleveland. 


vvy 


To tHe Eprror: The reprint from 
vour June issue, “20 Reasons for Ad- 
vertising During a Depression,” was 
right to the point and we should like 
to have fifty 


Erie. We 


mail campaign going every two weeks 


copies to distribute in 


keep a 


rapid-fire direct 


—to tell our story. Samples, special 


folders and timely reprints are used. 
Your reprint fits in perfectly. 
A. J. Davies, 
Davies and McKinney. 


Industral Advertising, Erie, Pa. 
vVvye#e’ 
You 


done better jobs than your leading 


To tHe Eprror: may have 


INDL S- 
MARKETING, but not from this 


writer's point of 


article in the June issue of 


rRIAI 
View No one can 


fail to get a lift from “20 Reasons 
for Advertising During a Depression.” 
| hope that this article will be brought 
to the attention of the men who give 
the advertising managers their orders. 
To many of them it will be a timely 
message. 
E. W. KreurzBerc, 
Eastern Manager, Steel, New York. 


7, vv 


To tHe Eprror: You will be in- 
terested to know that I am quoting, 
with credit, briefly from your ‘20 
Reasons for Advertising During a 
Depression,” which appeared in your 
June issue, in our next Water Works 
Engineering. Good stuff! 


Our current issue contains a chart 
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showing a comparison of water works 
construction with all industrial con- 
struction, 1919-1937, which presents 
quite an interesting picture, showing 
the consistent uniformity of this im- 
portant field. 

Even without the federal funds, 
which will greatly aid water works 
construction activity, the field is “on 
the up.” 

Kart M. Mann, 
Water Works Engineering, 


New York. 
vVvvyegy 


To tHe Eprror: That was a fine 


piece of work you did in the lead 
article of the June issue, “20 Reasons 
for Advertising During a Depression.” 
Things like that certainly are helpful 
to all business papers. 

Haroip O. Hayes, 


Concrete, C hicago. 


” 
Danger of Gap 
In Advertising 


To tHe Eprror: Your lead article 


in June, “20 Reasons for Advertising 
During a Depression,” was an ex- 
tremely interesting collection of opin- 
ions, and some of the points had a 
direct bearing on the experiences of 
some companies that I could name. 

In one instance, for example, when 
a company stopped advertising during 
a depression, the competitor’s salesmen 
would remark in an offhand manner, 
“Oh, I believe those people are out of 
business. Have you seen any of 
their advertising in any of the trade 
You 
there was mo statement to 


the effect that they were out of busi- 


journals during the past year?” 


will note 


ness; it was simply a suggestion that 
they might be, because they had stop- 
ped advertising. 


Erik OBERG, 
Editor, Machinery, New York. 





Find Doubling Effort 

Pays in Depression 
To tHe Eprror: I was very much 

June issue of 


impressed with the 


INDUSTRIAL MARKETING, which came 


yesterday The 


“Launching a New Product in a Re- 


morning. story, 


cession Period,” concerning a new 
screw by the American Screw Com- 
Providence, R. IL, and your 
“Value of Adver- 


tising in Business Recessions,” was in- 


pany, 


splendid editorial, 


deed interesting. 
In this connection, I am enclosing 
a copy of The Worcester Evening Post 
which published the story of the 
progress that Mayhew Steel Products, 
Inc., is making. In view of present 
business conditions, they considered it 
important news, hence the publicity. 
As I am connected with the May- 
hew Steel Products and a subscriber 
to your paper, I thought you would 
be interested to know that we are in 
accord with your ideas with regard 
to doubling up on efforts in going 
after business. 
With best wishes for the good work 
you are doing. 
M. B. MaxwWeELtL, 
Lynn, Mass. 


7 


On the Matter of 
Tie-In Advertising 

To THe Eprror: It was a real treat, 
several weeks ago, to see the attached 
letter (see below), and it occurs to 
me that you, too, may be interested. 
Those of us in industrial advertising 
are continually annoyed by letters 
from our customers urging that we 
tie-in with this or that magazine in 
which their company is being featured. 
Most of 
written by publishers, and the adver- 


these letters are obviously 


tiser is frequently in a position of de- 
ciding between good advertising and 
“good policy.” Therefore, 
letter like the attached, which shows 
unusual “understanding,” 


when a 


is received, 
it is enough to brighten one’s whole 
day. 
Rosert L. Gipson, 
Manager, Industrial Advertising, 
General Electric Company, 
Schenectady, N. Y. 
THE LETTER 
General Electric Company 
Schenectady, N. Y 
Attention: Advertising Executive 
Gentlemen: 

July 2nd issue of Automotive Industries 
will carry a fourteen page article about 
Caterpillar Tractor Co. and its products 
written by Joseph Geschelin 


Chilton Publications, Philadelphia, 
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Pennsylvania, Chicago ofhce—360 North 
Michigan Avenue, who publish Automo- 
tive Industries, have asked us for a list of 
vendors s ould be solicited 


that they 
for space in the issue carrying the “Cater- 


pillar” article We have furnished them 
s ic] a 1st, and Nave givel them your 
name and are writing y so that you may 
Know of our action 

Please do not tl i! k tl t ecause We are 


) 
1 
}, 
I 


t 
cooperating witl 
any way invoivec 


t 
J | ry not you 
ular issue will de 








want space in this partic 
pend entirely upon y own judgment as 
to the benefit you may receive There is 


| } ] 
no obligation on your part, either directly 


indirectly, regardless of any presenta 


tion by a representative of Automotive 


(Signed) J. V. Munro 
Vice President in Charge of Purchasing 
Caterpil ar Tract C Peoria, Ill 
7 we 
Slogan Already Changed 
To tHE Eprror: The comments 


made by The Copy Chasers on our 
advertising in your June issue were 
well taken and we appreciate this 


PRODUCED SY AN ORGANIZATION MAKIN TAINIE TEELS EXCLUSIVELY 





criticism. The slogan to which they 
objected (The Responsible Metal for 
Responsible Jobs) was eliminated sev- 
eral months ago as shown by the at- 
tached reprint. However, we still 
have work to do on the copy. 

We have 


campaign for more effective indus- 


followed closely your 

trial advertising and in our opinion 

you have done much to improve the 

general quality of this type of work. 
W. B. Prerce, 

Sales Manager, Rustless Iron and 

Steel Corporation, Baltimore, Md. 


— oe 
The Copy Chasers 
Pick a Winner 


To THE Eprror: The Copy Chasers 
might be interested in hearing that 
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the insert mentioned by them (which 
was run in fourteen papers in April, 
and was used as a direct mail piece), 
together with some articles that ap- 
peared in March issues of a number of 
papers, has produced over 2,600 in- 
quiries. 

We feel that this is an unusually 
good return in view of the fact that 
the insert did not include a return 
post card. People wanting additional 
information had to go to the trouble 
of writing a letter. 

These inquiries, in many cases, have 
provided an entry to plants that have 
been closed to our representatives in 
the past. 

We are keeping an accurate record 
of all of these inquiries in order to 
establish their value in terms of ac- 
tual orders received. Present indica- 
tions point to a high percentage of 
orders, although there is bound to be 
a considerable time lag between orders 
and inquiries. 

NicHoLas GassaWway, 
Advertising Manager, Crocker-Wheel- 
er Electric Mfg. Co., Ampere, N. J. 
a 
Of Unusual Interest 


To tHE Eprror: Being a subscrib- 
er of INDUsTRIAL MARKETING for sev- 
eral years, we have found its contents 
to be of unusual interest in every de- 
partment. Such a publication is nec- 
essary in a field that has become so 
important in regulating our present 
standards of industrial marketing. We 
wish you continued success. 

J. D. TretHaway, 
Cerro De Pasco Copper Corporation, 


New York. 





Gets Clutch Account 

Twin Disc Clutch Company, Racine, 
Wis., has appointed Spencer W. Curtiss, 
Inc., Indianapolis, to handle its advertis- 


ing 





Hagan Appoints BBD&O 


Hagan Corporation, Pittsburgh, has ap 
pointed the Pittsburgh office of Batten, 
Barton, Durstine & Osborn, Inc., to han- 
dle its advertising and the advertising of 
its subsidiaries, Calgon, Inc., producers of 
Calgon (water normalizer) for household 
and industrial uses; The Buromin Com 
pany, producers of Buromin for boiler 
water conditioning, and Hall Laboratories, 
Inc., an advisory, consulting and service 
organization for boiler water conditioning 


Spackman Advanced 


H. B. Spackman, formerly general sales 
manager, Lyon Metal Products, Inc., Au 
rora, Ill., has been named vice-president 
in charge of sales and advertising. He 
was previously with United States Gyp 
sum Company 
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Turn To This NECESSITY Field for SALES 
TOW is the time to study your possibilities 
NOW is the time to ACT. Here is a field 
that MUST buy and CAN buy and IS buying. 
Let us help you study ™ 
your sales possibilities Plant 
in this field. This A.B.C. Milk 
paper is read by proces- 
sors and distributors of Monthly 
milk. GO AFTER this 
field. Write today. 


327 So. LaSalle St. 
CHICAGO 
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IN COLORFUL 
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LACQUER — VARNISH — ENAMELS 


and other finishing materials are used in large quantities by makers of 
furniture, fixtures, cabinets, musical instruments, caskets, Venetian blinds, 
ete. Plan now to reach this big market at a single, low cost through 
Wood Products, the preferred publication. 











Publication office, 431 South Dearborn St., Chicago, Il. New York office, 152 W. 42nd St.; 
Phone Wis. 7-9043. New England office, 1501 Beacon St., Brookline, Mass.; Phone Aspinwall 8480. 
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[CONTINUED FROM PaGE 10] 


Visualizing 


functions and responsibilities of these 
titles vary with each industry. They 
will even vary among the different 
companies of the same industry. These 
differences, however, must be left to 
the judgment and experience of the 
person who interprets the chart in its 
final form. No bugless chart or sys- 
tem can be found so long as titles re- 
main as variable and flexible as they 
are. Perhaps, for these reasons, any 
effort to learn about these buying 
habits can only approach an answer. 
Titles within these units will be 
easy to find. Circulations of maga- 
zines in the industrial field are all 
audited by titles. These titles are 
are often grouped under unit head- 
ings. All titles 
chance of being influential in the pur- 


given an_ outside 


chase of the client’s products can be 
listed. When these 
known by title and these titles are 


‘carefully chosen and grouped, so that 
they can eventually be studied against 


influences are 


the titles under which the circulations 
of business papers are audited, an im- 
portant step in the selection of media 


has been taken. (This matching of 


purchasing influences with publication 
circulations really presents a problem 


in itself. One cannot, unfortunately, 


believe all one reads and hears about 


circulations. Although the answers 


on the chart offer great assistance in 


the selection of media, the actual 


process of selection is a problem in it- 
self involving many other factors.) 
The list would develop somewhat as 


follows: (Common sense will elim- 


inate certain titles that could not 


possibly have a bearing on the pur- 
chase of the products in question, or 
perhaps in their place add others.) 


PETROLEUM 
PRODUCTION 
Executives 
Purchasing Agents 
Supe rintendents 
Gen¢ ral Managers 
Engineers 
Geologists 
Drilling Contractor 
PIPE LINE 
Executives 
Purchasing Agents 
General Managers 
Engineers 
Superintendents 
Master Mechanics 
Contractors 
Foremen 
REFINERY 
Executives 
Purchasing Agents 


Engineers 
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Two fair industrial advertising man- 
agers compare notes occasionally over 
the tea cups in their home city, Phila- 
delphia: Frances A. Suarez, Philadel- 
phia Quartz Company, and Irene J. 
Dennery, Pennsylvania Salt Mfg. Co. 


Superintendents 

Chemists 

Plant Operators 
NATURAL GASOLINE 

Executives 

Purchasing Agents 

General Managers 

Engineers 

Superintendents 

Chemists 

Plant Ope rators 

Each market can be broken down in 
this fashion. Across the top of a 
lined chart can be listed the products 


like this: 


4 
2| 2.5 
PETROLEUM es sls 
i 1g 1F- 3 
PRODUCTION SS5\k >a 
Executives oO 
Purchasing Agents x xix 
Superintendents 
General Managers 
Eneu ec x xX 0 


The sales manager by carefully 
checking, down the line of a given 
product, the title that has an influ- 
ence in the purchase can place in the 
hands of the agency and advertising 
manager the most accurate informa- 
tion available on the purchasing habits 
of the market which his department 
is selling. This is only true, of course, 
when a specific survey is not made of 
a specific product being purchased in 
a specific market. Here again must 
be emphasized the fact that that is 
the ideal method but a cos#ly one. 

The first step is to design the chart. 
The purpose of the chart is to bring 
the experience of many men down to 
explicit and organized form, and to do 
this with a minimum expenditure of 


time. The chart stands or falls on the 


ever-changing factors: markets, mar- 
ket units, titles. Yet there is no bet- 
ter way to describe a market. 

The second step is to select the man 
who can check the progress of a prod- 
uct across these titles. The only man 
whose full-time job is to take this 
product to this market is the sales 
manager. And so the chart is placed 
in his hands to check. It is obvious 
that some of these titles exercise more 
authority than others. We suggest 
that an important title be marked “X” 
as a prime influence; and a less impor- 
tant title be marked “O,” a secondary 
influence. 

The third step is to interpret the 
completed chart on which has been 
checked the progress of the product 
across the titles of the industry. Any 
agency with a staff trained and expe- 
rienced in industrial advertising can 
take such a picture and draw from it 
for purposes of copy, campaign plan, 
and media, many valid conclusions. 

Placing such a chart before a sales 
manager must surely assist him to 
think of his markets in the language 
best known to the advertiser, and must 
certainly result in new refinements in 





his sales plans and sales strategy 
opening his mind to new methods. 

Bringing the information to the ad- 
vertiser in this compact, organized, 
and permanent form will surely sim- 
plify and clarify his job all down the 
line—campaign planning, copy writ- 
ing and media selection. 

There have been endless studies and 
researches into the problem of buying 
habits in industry. It is just possible 
that the factors are so complicated 
and so vacillating that there is no an- 
swer to find. That is to say, no an- 
swer beyond the situation that exists 
today and will be different tomorrow. 
Perhaps we should be satisfied with the 
maximum use of the sources at hand. 
We may not even “be farming as well 
as we know how now.” At least this 
chart has assisted us in planning copy 
and campaign, and has been especially 
helpful in the selection of media. 

To go from this point on in the 
search for buying influences in indus- 
trial markets, this chart will be of as- 
sistance in supplying guide posts and 
objectives. Knowledge of buyers as 
outlined by an alert sales department 
on such a chart can be the starting 
point. Additional when 
money is available, can add flesh and 
body to such a skeleton. 


research, 
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[CONTINUED FROM PaGE 22] 


Export 


perience parallels hundreds of others. 

At this time I am engaged on an 
interesting job of work for one of the 
largest manufacturers of all types of 
machines required in the beverage and 
brewing trades. The company ex- 
ported a volume of $100,000 in 1937, 
to Latin America, the Near East and 
South Africa. Great Britain and 
Canada are served by a London sub- 
sidiary. They have two distributors 
—one covering Argentina, Uruguay 
and Chile, the other in South Africa. 
Though heavy advertisers in the do- 
mestic field, no export advertising was 
done, no foreign languages sales lit- 
As far as I 
could learn, the sales were mostly 
“over the counter” in the New York 
office. One day last fall a man walked 
Chicago and 
carbonators for 


terature was available. 


into the factory in 
bought fifty-three 
shipment to Tel Aviv, Venezuela and 
Colombia—no _represeatatives — 
bought $40,000 worth of machinery. 

Well, when I collated all the in- 
formation I could gather from vari- 
ous agencies, bureaus, consulates and 
publishers, laid the figures before the 
executives there was an opening of 
eyes, and a request for a working plan. 
A general catalog in Castilian Spanish 
is in the making, the translation en- 
trusted to a first class engineer grad- 
uate of the University of Santiago’s 
Engineering College, and who has had 
wide experience here in both produc- 
A telegraphic 
code word for each catalog item is 
Market and 
contacts with prospective distributors 


tion and export sales. 


being devised. studies 


are being made. A census of manu- 
facturers of mineral and carbonated 
waters, soft drinks and beer has been 
prepared. The completed plan will 
include intensive direct advertising, 
the use of export magazines for gen- 
eral coverage and local trade papers 
and commercial journals were avail- 
able. “What That 
question may be answered by setting 
up a budget based on a formula that 
has been tested and found to work 
out remarkably well. 


will it cost?” 


Anticipating 
next year’s sales, or fixing a quota, 
is the main problem in this method. 
Here is how it works out: 
a gS errr $ 
Normal increase 

(a reasonable expectation fig- 

ured at 10 per cent irrespec- 


100,000 
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tive of advertising or special 
sales efforts) 
to ek Sere 
Special increase 
(due to vigorous sales efforts, 
expansion of distribution, ad- 
vertising, figured at 25 per 
cent) 
Plus last year’s sales......... 
Total U. S. exports of all man- 
ufacturers, $4,000,000. 
Company's share of total at 15 
per cent 


110,000 


125,000 


600,000 


$ 935,000 


Divide by 5 to get the estimat- 
ed or probable amount of 
business next year: $935,000 


& And INGENIERIA INTERNACIONAL is ready to co- 
operate in every way possible with other manufacturers 
of engineering and industrial equipment, materials and 
supplies in developing their Latin-American sales. 


INGENIERIA 


INTERNACIONAL 





Published monthly.in Spanish for the industrial executives, 
engineers, importers of industrial and engineering equip- 
ment and materials, etc., in the 23 Spanish-reading countries, 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Company, Inc., and 
Chilton Company, Inc.) 


330 West 42nd Street, New York, N. Y. 


.$ 187,000 


Advertising percentage....... OF 
f g 


Advertising appropriation..... $9,350.00 


Roughly speaking, in the case of 
the machinery exporter, I would al- 
locate fifty per cent to space, thirty 
per cent to direct advertising, fifteen 
per cent to production, five per cent 
for reserve. A foreign language cat- 
alog built from scratch may well be 
charged to sales instead of against 
the advertising appropriation. 
[Editor's Note: In the concluding parc 
next month, Mr. Robel will cover export 
and local overseas media, direct advertis- 


ing for foreign sales, and radio. ] 











“Sad 
MISS ¢ 
ISS c BOLLER 
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treasurer; and Arnold Andrews, Bucyrus- 
2@ WwW S Erie Company, director for three years. 
. . +. + “Most advertising men are poor sales- 


men for their own departments,” Harry 
Neal Baum, advertising manager, Fair- 


What local chapters of the National Industria! banks Morse Company, told the group at 


its June meeting. Speaking on “Merchan- 


Advertisers Association are doing and thinking about Seles: Aibuadtilun~ tie Gens camel 


ways in which the advertising manager 
could sell advertising to the management, 
to the sales department, to the engineer 





Practical Program Outlined 
For Cleveland Conference 


‘ “ nit ctw t t ‘ 
t e-da ess " e devoted 
meetings I is ft 
eid this €a it H Statle Clevela 
September l 
Once p i ‘ * 

iddress« tne ee 
ing will get dow tructive work 
preceded | eport the activities 
or itte tne 1 ers tate 


nent for? Survevil tl immediate 


problems ahead, James H. McGraw, Ji 


president, McGraw-Hill Publishing ( 

pany, will address the first afternoon ses 

i Industrial Trends which Chal 

lenge Industrial Advertising Spice will 

be added to this session by two contro 
] ! 


talks by anonymous and masked 


speakers on “If I Were a Publication Rep 


resentative by an advertising manager 
ind “If | Were an Advertising Manager,” 
b publication representative 


Ya pi 
The first annual awards by INDUSTRIAI 
MARKETING to business papers for pub 


lishing achievement will be made at the 
W ednesday afternoon sessior 

Thursday morning will be devoted er 
tirely to clinics divided into two periods 
with two clinics each running concur 
rently The subjects t be covered at 


that time will be “Direct Mail for the I: 
dustrial Advertiser,” and “A Better Cre 





itive Job Ideas Cor y Art. Second 
period: “Publications and their Evalua 
tion, “Catalogs and Sales Manuals,” id 
“Departmental Organizatior ind Budg- 
ets 

[The Thursday afternoon session will 
feature 1uthoritative speakers whe will 
treat a series of subjects in a practical and 
factual manner, including: “Preparing the 
Plan; “Finding the Facts—How to Get 


Usable Material as a Basis for Effective 


Advertising; “Creating the Copy The 


Technique of Preparing Effective Copy:” 
“Persuading the Purse Strings: “How t 


Sell Management on the Advertising Pro 
gran “Supporting he Salesman How 





to Codédrdinate Sales and Advertising: 
“Profit by Professional Service—How and 


Why to Use an Agency in Industrial Ad 


Clinic meetings will also take up the 
entire Friday morning program First 
period: “Market Information—How to 
Get It and How to I se It,” and “Prob- 

of the Small Advertiser.” Second 
period: “Production Problems and Meth 
ods,” ‘Public Relatior s and Employe Re 
lations,” and “Trade Shows and Exhibits.” 

Announcement of a surprise feature for 
Wednesday afternoon is being withheld 


: 
, . . °° } ] ] : 
[he annual meeting is scheduled for Fri 


j cad } 
Gay afternoon as well as a trip through 
Republic Steel Corporation's new and 


] " 
world’s-largest strip mill 
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ing department, and to the plant per 
sonnel 

Amor v the scheduled social features of 
the conterence are the W elcome Lunch 
eon on the first day, the Publishers’ Re 
ception that evening, and the annual 


Danquet and entertainment on Thursday 


He explained that the advertising man 
ager should use the same tactics to mer 
chandise advertising that he uses in sell 
ing the company’s goods He should 
show the management how advertising is 
helping the company to make more mon- 
ey. Likewise, in getting cooperation from 
ence are being made at in active rate ac the sales department, it is provocative to 
ording to Louis J]. Ott, Ohio Brass Com ask the salesman, “How would you like 
pany, Mansheld, ©., chairman of the to represent a company that didn't ad 


evening 


Advance registrations for the confer 


ommittee More than sixty per cent of ; 

, . ’ ’ vertise 

the exhibit space Was taken within a week 

ifter floor plans and details were mailed Doering Succeeds Howell 

out, J. L. Beltz, Thew Shovel Company, : : 

teseia. O.. has eancenced. Competitics As Detroit President 

for the panel awards is expected to be H. G. Doering, advertising manager, 

unusually keen this vear due to the in Truscon Laboratories, Detroit, has been 

creasing interest in advertising copy elected president, In- 
Stanley A. Knisely, advertising man dustrial Marketers of 


1 


iger, Republic Steel Corporation, chair 


man of the general conference committee 


Detroit, succeeding E 
C. Howell, advertis- 
ing manager, Carbo- 
loy Company. Other 
ofhcers and directors 
elected are vice-pres- 
ident, Frank J. En 
right, A. F. Holden 
Company; secretary- 
treasurer, L. R. Viv- 


is holding weekly meetings of committee 
chairmen and reports plans of all phases 
of the big meeting progressing on sched 
ule. Ralph Leavenworth, Fuller & Smith 
& Ross, Inc., chairman of the program 
committee, expects to announce the names 


of all speakers some time during the 

month 

Milwaukee Picks Schutz; ian, Ditzler Color 
Company; directors, 


Hears Harry Neal Baum John Tebbins, P. R. 
Walter E. Schutz, Perfex Controls H. G. DOERING Mallory Company, 





Company, Milwaukee, has been elected P one year, and Tom 
president of the Milwaukee Association Moule, Ex-Cell-O Corporation, three 
of Industrial Advertisers, succeeding Van years 

B. Hooper, the Louis Allis Company The Detroit chapter's participation in 
Others named were P. C. Ritchie, Wau the Advertising Federation of America 
kesha Motor Company, vice-president convention last month is detailed in a 
James Tate, Delta Company, secretary- story on page 18 of this issue 





Just a wee bit of refreshments after a hard day's play at the Technical 
Publicity Association outing, June 15, at Plandome Country Club, Long 
Island: William Buxman, “Textile World"; Robert A. Wheeler, International 
Nickel Company, Inc.; Louis Pelletier, "Machinery"; and Charles A. Hirsch- 
berg, regional sales manager, Worthington Pump & Machinery Corporation 
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Some of the members of the Industrial Advertisers Association of Ontario 


in play clothes at the chapter's recent outing. 


Top row: G. W. Lawrence, 


Sangamo Co., Ltd.; T. H. Dowsett, Trane Co. of Canada, Ltd.; H. G. Ash- 
down, Ashdown Studios, Ltd.; H. S. Dando, Western Publications, Ltd.; A. G. 


Ballard, Diamond State Fibre Co. of Canada, 


Ltd. Front row: J. L. Frink, 


Square D Co. of Canada, Ltd.; L. E. Messinger, Canadian Line Materials, 


Ltd., 


Cook Succeeds Jewell 
As Indiana Chief 


The Indiana chapter of National Indus 
trial Advertisers Association has elected 
P. M. Cook, adver- 
tising manager of P 
R. Mallory Company, 
Indianapolis, presi 
dent. succeeding J 
M ta Reeves 
Pulley Company, Co 
lumbus, tod Stan 
Murray, Perfect Cir- 
cle Company, is mem 
bership —eorpuent 
dent: Earl Christena, 
J. D. Adams Mfg 
Company, program 
vice-president; Will- 

P. M. COOK ard Carter, P. R. 

Mallory Company. 
secretary, and H. L. Martin, Diamond 


Chain Company, treasurer 





The next meeting of the group will be 
held at Kokomo, Ind., July 14, when it 
will be the guest of the Continental Steel 
Corporation advertising department for an 
outing dinner 


Cumberland Valley Group 
Applies for N.I.A.A. Charter 


In times of depression the advertising 
effort should not be 


reduced any more 
than that of the salesmen, lest the adver- 
tiser lose the cumulative effect of what 


has gone before, Wilbur Van Sant, of the 
agency Van Sant, Dugdale & Company, 
Baltimore, told the Cumberland Valley 
Industrial Advertisers last month. As a 
general practice, he said, it might be rec- 
ommended that an industrial product be 
advertised first in industrial papers and 
then in more horizontal business papers 
after a consistent job has been done in the 
first group. 


The body voted unanimously to apply 
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and V. R. Young, Canadian General Electric Co., 


Ltd., past president 


for a charter as a chapter in the National 


Industrial Advertisers Association The 
following directors were eletted: J. Wil- 
liam Stair, R. M. Root Company, York, 


Landis Te »« yl 
to represent 
Hager stown 


Pa., and Frank Pensinger, 
Company, Waynesboro, Pa., 
active memters; Joe S. Foltz, 
Bookbinding and Printing Company, 
Hagerstown, Md., and H. P. Dunmire, 
Telegraph Fress, Harrisburg, Pa., to rep- 


resent associate members 


Issues Source Sheet 
On Public Relations 


McDonough, Combustion En- 
gineering Company, New York, N.I1.A.A 
vice-president in charge of public rela- 
tions study, has made a report to the 
membership on current public relations 
activities of various industries and 
panies. Included in the message are nu- 
merous suggestions for individual public 
relations programs and a list of 
of information on the subject. 


Charles 


com~- 


sources 


Accompanying the mailing was a port- 
folio of bulletins prepared and used by 
S. D. Warren Company, Boston, as part 
of its employes relation program. 


Ontario's Report on Canadian 
Business Papers Ready 


The report on Canadian business pa- 
pers, national activity of the Ontario 
Chapter fur 1937-38, is now available. It 
describes the part played by the Indus- 
trial Advertisers Association of Ontario 
in the establishment of the Canadian Cir- 
culations Audit Board, contains sample 
forms of the C. C. A. B. Audit, and gives 
useful information regarding Canadian 
business papers which subscribe to either 
the C. C. A. B. or A. B. C. Audits. The 
report should be of interest to all mem- 
bers of N. I. A. A., particularly those who 
advertise, or contemplate advertising, in 
Canadian business publications. Copies 
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Do you know that you 
can reach 4,000 key men in 
the operating and engi- 
neering departments of 
the heat-treating and forg- 
ing industries for $75.00 a 
month, a quality circulation 
guaranteed by the Con- 
trolled Circulation Audit 
of this publication? 


Published by 
STEEL PUBLICATIONS INC. 
108 Smithfield St. Pittsburgh, Pa. 
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In the August issue of BLAST 
FURNACE AND STEEL PLANT 
the editorial contents will be 
devoted to a description of the 
South Works of the Carnegie- 
Illinois Steel Corporation. All 
departments will be described 
including blast furnaces, open 
hearth furnaces, power plants, 
rolling mills, maintenance, elec- 
trical, transportation, etc. 


We offer you the opportunity 
of tying in your sales message 
with this article. 


Forms close July 25th 
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PITTSBURGH, 
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Changes in Steel 
Pricing Methods to 
Influence Marketing 
@ FOLLOWING 


of steel prices late last month by the 


closely reduction 


Carnegie-Illinois Steel Corporation, 
Big Steel unit, a number of new 
steel sales basing points have been 
established by other steel producers 
which is certain to have definite effect 
on the marketing situation. 
Reduction of differentials over 
Pittsburgh placed Chicago and Bir- 
mingham on a parity with Pittsburgh, 
while the new basing policy establishes 
Buffalo, 


Point in strategic positions in those 


Bethlehem and Sparrows 
areas, puts Cleveland on a parity with 
Pittsburgh on bars, sheets and plates, 
and includes a reduction of ten cents 
in the Detroit arbitrary twenty cents 
This move 


greater importance 


differential per hundred. 
is considered of 
than the price reduction itself, be- 
cause a steel bar buyer in the Buffalo 
market now finds that instead of his 
price now being cut by $3 a ton, 


under the new basing point plan he 


of the report may be obtained on appli 
cation to Miss M. R. Webster, headquar- 
ters secretary, 100 E. Ohio St., Chicago 


Simmons Selected to 
Head Chicago Chapter 


H. H. Simmons, advertising manager, 
Crane Company, Chicago, has been elected 
president of the En- 
gineering Advertising 
Association, succeed- 


ing H. D. Payne, 
Chicago Molded 
Products Corpora- 


tion. Other new of- 
hicers are: Vice-presi- 
dents, Paul Acker- 
man, General Porce- 
lain Enameling & 
Mfg. Company; 
P. M. Gardanier, 
R. G. Haskins Com- 
pany; and Joseph A 
Martz, The Buchen 
Company; secretary 
treasurer, John J. Rowell, Guardian Elec 
tric Mfg. Company 

Directors are Harvey A 
Russell T. Gray, Inc.; R. A. Peterson, 
Davis Regulator Company; Ralph O 
McGraw, INDUSTRIAL MARKETING, associ 
ate. Stuart G. Phillips, Dole Valve Com 
pany, was elected to the board to fill the 
vacancy caused by the death of Bert R 
Graff 


The Copy Chasers Finish 
Season's Tour at Youngstown 


Interrupting a day of play at its annual 
outing last month, Youngstown District 
Industrial Marketers returned to the seri 
ous for a few moments to view the O. K 
As Inserted sound slide film featuring 
The Copy Chasers, which was presented 
by Ralph O. McGraw, editor, INDUSTRIAI 
MARKETING. The day was spent in relax 
ation and eating, climaxed by a fish fry 





H. H. SIMMONS 


Scribner, 
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can actually buy from a Buffalo mill 
at $6 a ton below the price in effect 
before the cut announced by the Steel 
Corporation unit. 

Thus, steel 
price era which is expected to have 


enters a competitive 
widespread effect on the location of 
industry in general and the steel in- 
dustry itself. An ultimate shifting 
of customers of the various steel pro- 
ducers will result as mills get busier 
and can select markets closer to home 
and thus eliminate absorbing freight 
differentials to hold business under 
the new competitive situation. Fabri- 
cators of steel will move into more 
favorable steel areas to benefit from 
And an 


increasing use of water transportation 


the new method of pricing. 


is looked for in steel’s effort to equal- 
ize its differentials. 

For one reason or many, the steel 
industry has chosen to shuffle its busi- 
ness and pricing has been selected as 
It will 
be an interesting experiment and an 


the vehicle for doing the job. 


excellent opportunity for industrial 
marketers to observe the effect of 
pricing on marketing of heavy goods. 


Col. Chevalier Made 
Publisher, ‘Business Week" 


Col. Willard T. Chevalier, a member of 
the McGraw-Hill Publishing Company, 
Inc., since 1923 and 
vice-president and 
publisher of the Mc- 
Graw-Hill construc- 
tion and mining pa- 
pers for the past four 
years, has been ap- 
pointed vice-presi- 
dent and _ publisher 
of Business Week 
succeeding Glenn 
Griswold, who has 
resigned to engage in COL. CHEVALIER 
the private practice 
of public relations, effective July 1 

H. W. Clarke has been appointed vice 
president and publisher of Engineering 
News-Record, Construction Methods and 
Equipment, Coal Age, Engineering © 
Mining Journal, and E. & M. J. Metal 
and Mineral Markets, succeeding Col 
Chevalier 

F. H. Johnson, who has represented 
Business Week in New England for the 
past three years, succeeds Mr. Clarke as 
regional vice-president in charge of the 
company's Atlantic district sales territory. 

A. B. Wheeler, who has been manager 
of the company’s Eastern district sales ter- 
ritory, has been made regional vice-pres- 
ident in charge of that district 


Agency Sales Department 
For Westinghouse 

An agency sales department has been 
created in the Westinghouse Electric & 
Mfg. Company, which will develop sales 
volume for all apparatus of the company, 
other than domestic equipment, lamps and 
certain other products now sold through 
retail channels, that are distributed 
through the company’s sales agencies 





Away from 
the Desk 


E. J. Goes, a.m., Koehring Co., Mil- 
waukee, says he hasn't any news because 
he just returned from a 3,500-mile trip 
through the Middle West taking photo- 
graphs. . . . Fred Berling, s.p.m., Lunken- 
heimer, also is on an extended trip but 
not on business, just a honeymoon in 
North Carolina. And Arthur Meyer, 
Truscon Steel housing division head, just 
returned from his honeymoon ocean voy- 
age to South America. . . . G. Stewart 
Crane, Cutler-Hammer v.p. in charge of 
sales, is back from a European tour visit- 
ing foreign afhliates and arranging addi- 
tional representation. 








Alex Thompson has returned to the ad- 
vertising post at Champion Paper & Fibre 
Company, Hamilton, O., following two 
years at the Cleveland office. Speaking 
of paper, Charley Bolan, a.m., Carter 
Carburetor Corp., St. Louis, inspected 
the S. D. Warren Paper mills in Maine 
last month. . . . Carl Dietrich, field work- 
ing Wagner Electric a.m., is about to 
leave on another trip to check his direct 
mail list and analyze coverage of auto- 
motive and electrical publications. Carl 
says he has a new way of making such a 
survey that is more accurate than his 
other well-known methods 


St. Louis Industrial Marketers outing 
last month proved to be a dual celebra- 
tion, the other half in favor of Oakleigh 
R. French, agency head, who chalked up 
another milestone and did he get 
the presents! At the Toledo outing, 
Dave Warman, U. S. Advertising Corp., 
repulsed an attack led by Tommy Alm- 
roth, Owens-Illinois Glass, and saved his 
newly-grown mustache. . Tommy re- 
established his good standing by distribut- 
ing his golf ball jack pot loot among 
golfers, woods and creek with no par- 
tiality. 

H. W. Fortey, d.of a., The Warner & 
Swasey Company, Cleveland, and Lloyd 
Ellingwood, Toledo Scale mgr. a. & s.p.m., 
contributed brightly to the Direct Adver- 
tising Conference at the A. F. A. conven- 
tion at Detroit last month : 





F. H. Kohnstamm has been appointed 
manager of the new department, with 
headquarters in Cleveland. He will also 
continue as manager of the Lighting Divi- 
sion also located there. 

The new department will direct and de- 
velop sales policies, market outlets, adver- 
tising and promotion of all apparatus un- 
der its jurisdiction, sold through distrib- 
utorships and similar sales agencies. 


Chirurg Agency 
Shifts Personnel 
Richard Lynn Edsall has been reap- 


pointed research manager of James 
Thomas Chirurg Company, Boston, after 
a year’s absence. He succeeds Earle Lan- 
caster, who will take over new business 
development. 

Prescott Winkley has been named space 
buyer, succeeding George A. Frye, who 
has moved up to assistant to the president, 
a newly created position. 
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Industrial 
expositions 








Aug. 29-Sept. 3. Power Show and Me- 
chanical Exposition, National Associa- 
tion of Power Engineers, Civic Audi- 
torium, Grand Rapids, Mich. 

Sept. 19-21. Exhibit of National Indus- 
trial Stores Association, Netherland 
Plaza Hotel, Cincinnati, O. 


Sept. 21-23. National Industrial Adver- 
tisers Association, Statler Hotel, Cleve- 
land, O. M. R. Webster, 100 E. Ohio 
St., Chicago. 

Sept. 27-30. Iron & Steel Exposition, 
Public Auditorium, Cleveland, Ohio. 
Sept. 28-30. Direct Mail Advertising 
Association, Hotel Stevens, Chicago. 
Oct. 3-5. American Public Works Asso- 
ciation, New York. Frank W. Herring, 

Sec., 850 E. 58th St., Chicago. 

Oct. 3-7. Twentieth Annual National 
Restaurant Association Ex position, 
American Furniture Mart Bldg., Chi- 
cago. 

Oct. 8-15. National Dairy Show, Colum- 
bus, O. Lloyd Burlingham, Secretary, 
Deshler-Wallick Hotel, Columbus, O. 


Oct. 10-14. National Safety Congress & 
Exposition, Chicago. 

Oct. 17-21. American Welding Society, 
Convention Hall, Detroit. M. M. Kelly, 
Sec., 33 W. 39th St., New York. 

Oct. 18-20. American Railway Bridge & 
Building Association — Bridge and 
Building Supply Men's Association, 
Stevens Hotel, Chicago. C. A. Lichty, 
Sec., 319 N. Waller Ave., Chicago. 

Oct. 18-21. U. S. Independent Tele- 
phone Association, Stevens Hotel, Chi- 
cago. Louis Pitcher, Exec. V.-P., 616 
S. Michigan Ave., Chicago. 

Oct. 24-27. American Mining Congress, 
Western Division—Sth Annual Metal 
Mining Convention and Exposition, 
Ambassador Hotel, Los Angeles, Cal 
Julian D. Conover, Sec., 309 Munsey 
Bldg., Washington, D. C. 

Oct. 24-27. Paint Industries Show, Am- 
bassador Hotel, Atlantic City, N. J 
Oct. 24-28. National Electrical Manufac- 
turers Association, Palmer House, Chi- 
cago. W. J. Donald, Mng. Dir., 155 

E. 44th St., New York 

Oct. 24-28. Twenty-third National Hotel 
Exposition, Grand Central Palace, New 
York. Fred W. Payne, Manager, 221 
W. 57th St., New York. 

Oct. 25-27 Railway Electric Supply 
Manufacturers Association, Sherman 
Hotel, Chicago. John McC. Price, 
Sec., 600 W. Jackson Blvd., Chicago. 

Oct. 31-Nov. 4. 20th Annual Beverage 
Exposition, American Bottlers of Car 
bonated Beverages, Commerce Hall, 
New York. 

Nov. 1-4. National Association of Ice 
Industries, Mayflower Hotel, Washing- 
ton, D. C. Mount Taylor, Sec., 228 
N. La Salle St., Chicago 

Nov. 11. National Automobile 
Grand Central Palace, New York. 

Dec. 5-10. 13th National Exposition of 
Power ©& Mechanical Engineering, 


Grand Central Palace, New York 


Show, 
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Steel Exhibit 


Allegheny Steel Company and Ludlum 
Steel Company are codperating with the 
New York Museum of Science and In- 
dustry in presenting at the Museum, 
Rockefeller Center, a new exhibit known 
as “Steels of Today and Tomorrow.” 

The purpose of the exhibit is to show 
to the public the many new and expand- 
ing uses of steel, and to forecast some of 
the expected developments that offer 
splendid opportunities for stimulating re- 
covery. : 

A natural color talking picture is in 
continuous operation as well as working 
models and demonstrations, many of 
which are cperated by the spectators them- 
selves by means of push buttons 


7 ——— 





Machine Tool Booklet 


“Let Me Tell You About Machine 
Tools” has been issued by the National 
Machine Tool Builders’ Association, Cleve- 
land, O. This booklet tells what machine 
tools are, what they do and something 
about the men who operate them, and is 
profusely illustrated. Copies are available 
upon request to the association. 


Monsanto to Gardner 


Monsanto Chemical Company, St. 
Louis, has appointed Gardner Advertising 
Company, St. Louis, to handle advertis- 
ing of all Monsanto chemical products, 
including Fiberloid, the plastic division. 
Mrs. Erma Proetz is account executive. 
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7 First Technical Paper in the Field 


Unit Heaters in September.. 


The September number of H & V will inform the buy- 
ers, the heating engineers and contractors, of all signifi- 
cant facts relating to UNIT HEATERS and accessories, 
their design, application and operation. This important 
information will be featured in a special spot-lighted 
editorial section, and will include the latest available 
technical data on Unit Heaters. 

This September issue will come to the attention of hand- 
picked prospects vitally interested in the design, speci- 
fication, installation and sale of Unit Heaters and acces- 
at the height of their buying season. 


HEATING & VENTILATING new Yor« city, ny: 
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to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





283. More Business for You. 

An analysis of the annual business 
sold for the last five years by electri- 
salesmen by main 


Suggestions 


cal wholesalers’ 
product classifications. 
are included for 
these salesmen’s time and samples of 
effective advertising designed to stim- 
ulate their interest in the products 


they sell. Published by The Whole- 


saler’s Salesman. 


enlisting more of 


284. Order Getting. 

This booklet stresses the importance 
of effective presentation and avail- 
ability of reference data on products 
in the order getting program and ex- 
plains the function of industry cata- 
logs toward this end. The markets in 
the electrical, mining, quarrying, tex- 
tile and food industries covered by 
reference services maintained by Mc- 
Graw-Hill Publishing Company are 
outlined. 


285. Interesting Notes About Argen- 
tina and the British Dominions. 
Number one of a series of folders 
giving current interesting information 
about important automotive 
markets. Published by The American 
Automobile and El Automovil Ameri- 
cano, 


overseas 


286. Al Re ports. 
Monthly house organ of Aero Di- 
gest, designed to give market data on 


the aviation industry. 


287. How to Sell With Corrugated 
Shipping Boxes. 

Number six in a series of packaging 
handbooks published by The Hinde & 
Dauch Paper Company, giving prac- 
tical suggestions for cashing in on the 
sales possibilities of shipping boxes. 


246. Packingtown Has $3,000,000,- 
000 to Spend. 

This graphically illustrated brochure 
prepared by The National Provisioner 
defines and analyzes the meat packing 
industry and its buying habits, and the 
logical approach to it. 


219. Survey of Industrial Buying. 
Report of a survey by Prof. Hugh 
E. Agnew, Chairman of the Depart- 
ment of Marketing, Grade School of 
New York 


University, in order to furnish an im- 


Business Administration, 


partial factual study of industrial pur- 
chases of supplies, machinery and 
equipment. Shows division of pur- 
chases direct and through distributors. 
Published by Mill & Factory. 


268. Men who make Markets. 

This booklet issued by Chemical 8 
Metallurgical Engineering contains 
pictures of leading chemical engineers 
and gives a description of their typi- 
cal activities and the products they 
make. 


218. Markets in the Milk Field. 

A series of surveys by Milk Plant 
Monthly on the market for water- 
proof cement for concrete floors in 
milk plants, and the markets for 
orangeade, plant and salesman-driver 
uniforms, and water and acid-proof 


paints in the milk field. 


252. The Railway Market and Sales. 

This colorful and graphically illus- 
trated booklet gives factual market in- 
formation regarding the various 
branches of railway activity and points 
out the considerable volume of railway 
buying that is needed. It also dis- 
cusses railway buying procedure. Is- 
sued by Simmons-Boardman Publish- 
ing Corporation. 


Making Industrially-Used 
Products Easier to Buy. 
Organized buying information is 
the theme of this booklet which in- 
cludes standards of catalog design as 
to format and content; what manu- 
facturers’ catalogs should anclude; and 
the three steps which precede most in- 
dustrial buying, which emphasizes the 


256. 


importance of maintaining buying in- 
formation in offices of potential buy- 
ers. Published by Sweet’s Catalog 
Service. 

Latest Facts on Shipbuilding 
Ex pansion. 

This booklet, issued by Marine En- 
gineering and Shipping Review, fea- 
tures the rapid expansion of ship- 
building in this country. It sum- 
marizes the present sixteen-year rec- 
ord volume of merchant shipbuilding, 
the construction in early prospect and 
the long-term replacement program, 
and tells also of the present and pro- 
jected naval construction program. 


280. 
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